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an exhaustive laboratory study on 


PROFIT and PROGRESS 
in DISTRIBUTION 


Mill Supplies has secured the permission—and com- 





plete cooperation—of a well known and successful in- N 
dustrial distributor to study in detail his operations... 
permission to put his records and methods under a 
microscope to find out what it is that has made his J 
company forge ahead consistently over a period of 
twenty-eight years. 

The editors of Mill Supplies literally will take this 
organization apart—piece by piece—to report in detail 
the sales and operating methods of an industrial dis- 
tributor whose activities have won the praise of manu- 
facturers and customers alike. Every supply house in fy 
the country will be able to check its own operations 
against each factor developed in this study. This is 4 
valuable contribution to the program of research and 
cooperative action now under way in the field of in- 
dustrial distribution. 

The release of this study — the greatest editorial as 
signment we have ever undertaken — is scheduled for fy 
the APRIL-CONVENTION ISSUE. For years Mill 
Supplies’ Convention issue has commanded outstanding 
attention. This year it should be the most vitally inter- 
esting and well-read number produced in our thirty 
years of publishing to the industrial distributor 

Manufacturers will appreciate the added value of 


this great issue and plan their advertising according!s 

With an editorial undertaking of this stature provides 

as a background for your product message, dominant 

- space is warranted. BE SURE THAT YOU SCHI DULE Piblishe 

» ene EXTRA SPACE IN THIS ISSUE. Adv 


= qyseree \ A MCGRAW-HILL PUBLICATION . 
330 West 42nd St., New York, N.Y. 








In the April (Annual Convention) Issue, Mill $ pe 
30 years. Schedule your aduertising dpace — NOW.. Hit 
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Last year 380 advertisers spent over $375,000 in 
Chem &Met. These companies don't have to worry about 
prestige. [here must be another sound business reason. 


LPs PF tai J/ Dac f 

Las ~ ramming He facis. The typical Chem & Met 
reader is up to his ears in production problems. He is responsible for opera- 
tions, and for buying equipment, materials and supplies in most of America’s 
8,300 worthwhile chemical process plants. When he buys, he buys to meet some 


specific operating need. And more often than not his final purchase is the 
result of long planning, long study and careful comparison. 


More than the average buyer, the Chem & Met reader demands the engi- 
neering and technical facts, and these facts, rather than prestige — rather than 
“name”— mold his decision. If the engineering and technical facts indicate 
equality in comparable products, then prestige, “reputation”, and good will 
are deciding factors. But the smart Chem & Met advertiser today provides 
the readers with the essential facts about his products, the facts that SELL 
his product in the $7-Billion Chemical Process Industries market—profitably. 


For 38 years Chem & Met's editors have contributed to their readers’ in- 


creasing demand for facts. 





Since its beginning in 1902, it has been written by men who made 
industrial history, men who showed the way, who created new proc- 
esses, encouraged new developments, and produced new products by 
the thousands. Today these men are known as chemical engineers. 


So closely is this publication identified with the profession and 
BIG BUSINESS of chemical engineering that today there are few 
worthwhile chemical processing plants where you will not find Chem 
& Met on the desks of the production and management executives 
—the men who BUY. 


What does this mean to industrial advertisers ? 


It means that Chem & Met's readers provide a profitable market 
for processing equipment, materials and supplies. That is why Chem 
& Met carried 1,748 pages of advertising in 1939, 1,688 pages in 
1938, 2,211 pages in 1937! And that is why men with an eye to realiz- 
ing dollar profits from their advertising invested over $375,000 in 
this publication last year alone —THEY WANTED TO MAKE 
MORE MONEY! 


Here is an idea FOR YOU! 


Somewhere there is an important manufacturer who is now selling 
to the Chemical Process Industries, but who could increase his 
business easily — and profitably. We think we can help that manu- 
facturer in a practical way. 


Out of a vast store of experience which has been accumulating 
through the last 38 years, the editors and publishers of Chem & Met 
have gained an intimate knowledge of the wants and needs, the 
likes and dislikes, and the hopes and ambitions of the chemical 
engineer. Through close observation of literally hundreds of adver- 
tising campaigns which were (and are) carried through the pages 
of Chem & Met, the publishers have grown to know the sort of 
advertising that succeeds and the types which invariably seem to be 
less impressive. 

Only recently this knowledge and experience crystalized into an 
idea — an idea which we believe can be tailored to fit the present 
day requirements of industrial advertisers. With the hope that we 
may be able to be of material service to at least one more important 
manufacturer, or his advertising agency, we will gladly cooperate 
with him in adapting this idea to his 1940 needs. 


We do not make this offer as a cure-all for his business ills, or 
as an “open Sesame” to the hall of fame. But we are convinced that 
an advertising campaign based on this idea will make complete and 
intelligent use of Chem & Met’s broad coverage of the Chemical 
Process Industries, and win recognition for its sponsor as well as 
early product acceptance — and dollar profits. 


If this manufacturer or his advertising agency will send us his 
latest catalog and answer a few simple questions about distribution 
facilities and sales objectives, we will submit a suggestion of how 
this profit-making idea can be put to work. 


Other types of advertisers 
who find profit in the - 


Chem & Met market. 
Manufacturers of: 


Solids handling equipment. . . 
Dryers . . . Disintegration equip- 
ment... Chemical reaction equip- 
ment... Mixing equipment .. . 
Stills, evaporators, heat exchang- 
ers... Dry and wet separation 
equipment . . . Power transmission 
equipment . . . Electrical equip- 
ment . . . Control instruments 
... Chemical raw materials. . . 
Materials of construction... 


There’s a special opportunity 
for manufacturers of: 


Protective coatings . . . Lubrica- 


tion (materials and systems) .. . 


Conveyors . . . Fabricating facili- 
ties for made-to-order equipment 
... Welding . . . Packaging .. . 
Fire extinguishers . . . Air condi- 


tioning 


xm 


SAN FRANCISCO 
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CLEVELAND 
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Preferred 
POSITION 


News from Metallurgical Headquarters 


FE BRU AR Y INNING AQ cs 


MARKET - CONDITIONING 
Educating 12,000 Men to Use of 
Better Metals, Methods, Machinery 

ach vear about this time, the 50 
local chapters of the American So 
ciety for Metals from Montreal 
and Boston to Portland and San 
Francisco and all important indus 
trial points in between begin work 
on educational programs for the 
vear 1940-41 

These fifty chapters, through their 
committees, work out a 
monthly lectures 


program 
complete series ot 
on the phases of metallurgy in which 
each group is most interested. Ex 
perts in every branch of the metal 
and working industries 
are lined up to present last-minute 


producing 


developments on methods and equip- 


ment. 
These monthly lectures befor: 
these 50 chapters attract an aver 


age audience of 100 men at each 


meeting In other words, some 
5,000 men gather each month at 
the rate of 60.000 a vear to hear 


these lectures. This shows the keen 
insight with which each local pro- 
gram committee measures the inter 
est of @ members in various metal- 
lurgical subjects 

It also shows how @ educates 
industry to a_ better production, 
fabrication and use of metals 


how it conditions and creates new 


irkets 

It shows that whether or not the 
advertiser selling these industries 
ises the Society's monthly maga 
ine, A/etal Proagress he benefits 


from this powerful force for prog- 
ress 

too, to note that 
lectures presented 


It is important, 
the outstanding 
hefore these local chapters become 
the basis tor a practical, how-to-do- 
This 
just one more check on the read 
interests of the 12,000 men who 


make S thei metallurgical head 


quarters, and / fa Prog ss their 


article in Proaress. 


monthly magazin 





25th Anniversary ( Adtt.) 

Many manufacturers have 
already made their plans to 
unite with €@ members in ob- 
serving the Society’s 25th An- 
niversary in the March issue 
of Metal Progress. lf you 
have not made your reserva- 
tion for space in this issue, do 
it today. 











FEBRUARY GALLEYS 
Cans and Cold Waves 

The recent cold wave that swept 
into the deep South menacing mul 


ti-million-dollar fruit and vegetable 
effect on the 


crops has a direct 
steel industry, Bruce W. Gonser, 
Metallurgist at Battelle Memorial 
Institute, points out in the Febru- 
ary issue of Metal Progress. Writ- 
ing on tin plate in the canning in 
dustry, Mr. Gonser states that 
2% million tons of low carbon, an 
nealed sheet steel go into cans and 
any blight that reduces the demand 
for tin cans is felt by the steel in- 
dustry. 


Superfine Metals 

An editorial comment in “Critical 
Points” shows that metallurgical 
headquarters have definitely been 
transferred from the Old World to 








these United States. This lies 
the fact that superfine raw materials 
enable Pratt & Whitney to guarant 


their airplane engines for mucl 
longer continuous operation 
that of a good French or Germ: 
engine. 


Gill Biog. 

One of the highlights of the Fe 
ruary issue is the biography of & 
President James P. Gill, Chi 
Metallurgist at Vanadium-Alloys 
Steel Co. Mr. Gill, incidentally, has 
been packing them in at recent 
chapter meetings with his lecture 
“Recent Developments in Tool 
Steels”. At Chicago recently near! 
300 men jammed the ballroom 
the Medinah Club—a real comp! 
ment to Mr. Gill and a real interest 
in tool steels. 


Miscellany 

Other articles that will 
the February issue include an « 
torial first—the discussion of a ne 
“union of metals” called “Plura 
melt” by Allegheny Ludlum Ste« 
Co. ... “Zine Die Casting”, by k 
L. Wilcox of New Jersey Zine © 
... “Machining of Cast an 
Wrought Aluminum Alloys”, | 


fe atu 


Walter A. Dean, of the Aluminu 
Co. of America. 
NO RATE UPPING 


Net paid circulation for 
Progress has zoomed upwards alot 
with the industrial tempo, and 1! 
December Publisher’s Statement 
be filed with A.B.C. will show 
audience of 11,712. This is at 
crease of 1,206 net paid readers 
and the trend is still up! 

This is the big circulation 1n 
field but publisher’s policy will 
to retain present low base rates 
only $100 per page—an advertis 
buy that is hard to match. TI! 
advertisers recognize this is sh 
by the January 1ssue—carrying 
largest advertising volume ot! 
January issue. 


PREPARED BY METAL PROGRESS, THE AMERICAN SOCIETY FOR METALS MAGAZIN! 


7301 EUCLID AVENUE 


1.S.M. is 


Metallurgical Headquarters 


CLEVELAND, OHIV 


INDUSTRIAL MARKETING, February, !94° 











White Motor 


INDUSTRIAL MARKETING 


Reg. U. S. Pat. Off. 


FEBRUARY, 1940 





the Horse 


As told by 


Put the Cart hefore 


George H. Scragg, Director of Advertising and Sales Promotion, 
The White Motor Company, Cleveland 


White 
Today it sells 


@ YEARS AGO the Motor 
Company sold trucks. 
Beyond that it sells 
unsportation the 


Therein lies a story of re- 


insportation. 


tailored to pros- 
ect’s need. 
irch and action—of collaborative 
inning between White Motor’s engi- 
ering and sales departments, and the 
ition of a marketing problem. 
lo begin with, it was necesary to 
le out the central problem of mo- 
truck selling and isolate it as a 


Then 


then only could an effective treat- 


ntist would isolate a germ. 
t be prescribed. 
1 order to determine the central 
keting problem it was first neces- 
to analyze the company’s prod- 
sales experience, and advertising 
hods of the past in the light of 
litions as they were then, and trace 
products and experiences down 
he present in the light of condi- 
as they are today. Beyond that 
is further necessary to establish 


White does its heaviest marketing job by studying the 
intimate problems of motor truck users and then 
gives them a tailor-made product to meet their needs 


the present market and its demands 
very clearly in order to have a true 
picture against which to shape a pro- 
gram. This was done with the aid of 
the field force and the constant rec- 
ords which are made of customer 
opinion. 

Fifteen to twenty years ago, White 
like motor 
manufacturers, 
how 


The prospective custom- 


most 
built 


Motor 
truck 
unit it 
the market. 
er’s opinions were not especially so- 
licited. Trucks 


terms of nuts and bolts—of engine 


Company, 
the best 


knew and threw it on 


were considered in 
power, fatigue-resisting steel, sturdy 
wheels and strong chassis. They were 
shaped and sized for broad general use 


—not tailored to a specific purpose. 
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What more could a buyer seek than 
mechanical perfection? 

Time came, however, when operat 
ing efficiency levelled these advantages 
among competitors of the field and 
new advantages were sought. Styling 
was then seized upon and the clumsy 
units were streamlined to greyhound 
sleekness. This move found a respon- 
sive chord among truck users and af- 
forded an advantage until this too be- 
came common ground among motor 
truck manufacturers. 

The trend thought in 
truck merchandising shows no sudden 
deviation. Rather, the 
gradual one, and advertising copy tells 
Years ago it was trucks— 


of motor 


is a 


curve 


the story. 
trucks—trucks—a story of mechanics 
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GEORGE H. SCRAGG 


GEORGE H. SCRAGG, director of 
advertising and sales promotion, The 
White Motor Cleveland, 


has had many years of experience both 


Company, 


in this country and abroad as a jour 


t ilist, idvertisi! v agency executive, 
foreign trade consultant, and as an 
authority on transportation and dis 
tribution 
\ native ! ocranto! Pa.. M 
Scragg s care¢ acquired interna 
tional flav while he was still in his 
twenties on the staff of the London 
Express which followed his association 
with the old New York Evening Post 
Subse quently, ne was associated 
vith Fisher Advertising Agency, Lon 
and Publicite Geo. Lange, leading 
ertisit Lge , Par Following 
Mr. Scra organized his own 
eign trade resear moany, witl 


ind steel, of manufacturing glory in 
what the company had been able to 
produc ¢. This was a common attitude. 
Copy endeavored to sell the company’s 
plant 


of accomplishment 


equipment and its long record 


I nally there crept into motor truck 


idvertising, is in other product ad 


vertising, a semblance of the “you” 


uttitude—a little regard for what a 


product might do for its eventual 


owner. This seed met response and it 
cw nto a flower ne vehicle ot sales 


Motor truck 


] 
rain to sell tr insportation instead ot 


m iker s then 


, 
manship 


, , , 
nerely trucks and this trend has car 
] | 

ed torward until we now find ad 


, 
vertising Copy idvantages likewise lev 


celled off to quite a degree Most man 


ittract and 


' 
ifacturers Know how to 


old the nterest of prospective buy 
, : 
ers with 1 story which 1s packed with 


} 
} 


user advantages. With manufacturers 


tl s lo | { in Ompetition, using pr od 
ul MOC ACE COTM pe . ne I ( 


ucts and sales weapons of similar 
caliber, White Motor found its central 
roblem—and an answet 





headquarters in London, Paris, To 
ronto and New York This activity 
won for him from the late Elbert Hub 
bard, the sobriquet of “Ambassador 
pleniopotentiary of American busi 
ness.” 

Mr. Scragg became interested in the 
possibilities of motor transportation 
when this form of distribution was rel- 
atively new. When the world war in 
terrupted the operation of his foreign 
trade bureau he turned his entire at 
tention to motor transportation, then 
just coming into its Own as an impor 
tant factor in the distribution of 
goods 

To gain first hand, practical knowl 
edge of this form of transportation, 
Mr. Scragg accepted an opportunity to 
operate a large bus company in Cuba 
During more recent years he has been 
directly connected with the truck 
manufacturing field. He is co-author 
of “Bus Operating Practice,” recog 
nized as a standard textbook in its 
held 

“American business has made tre 
mendous strides in the efficient produc- 
tion of goods since the turn of the 
century,” Mr. Scragg admits, “but no 
comparable amount of progress has 
been made in the field of distribution,” 
he asserts 

To illustrate the point, he refers to 
the fact that fifty-nine cents of the con 

dollar today go for services 
involved in distribution and only forty 
one cents for services involved in pro 
duction. By showing that production 
efhciency has reached its near-limit, 
Mr. Scragg believes that we are on the 
threshold of a business era that will 


sumer s 


look t more efhcient distributing 
methods to bring about satisfactory 
profits, even at lower prices to the 
ons leT 


A study of the situation—of truck 
users and their needs, of transporta- 


tion and transportation costs—pro- 
duced potent material. Despite the fact 
that manufacturers had been selling 
transportation for some time and had 
been sizing and adapting units to spe- 
cific fields of use, the bill of costs 
tor transportation was still too high. 
Lack of intimacy with individual prob- 
lems, and failure to tailor units to 
exact demands, still left too great a 
margin ot inefhciency. 


\ study ot products ot various 
kinds, from source of supply to point 


ot consumption, showed that distri- 


bution costs made up a considerable 
part of the total retail price. And 
motor truck transportation stood out 
prominently in the distribution pic- 
ture. Furthermore, the opportunity to 
cut costs seemed greatest in the field of 


While 


product ion 


distribution. most companies 


had_ followed problems 
reached a high state of 


brac ket, few had 


closely and 
efhciency in that 


done anything to improve the efficien- 


cy of distribution. Here, then, was the 
opportunity of the truck manufactur- 
er, first, to join hands with the pros- 
pective user in a common problem— 
to write down transportation costs by 
designing equipment to_ individual 
needs—and, second, to create an ad- 
vertising and _ sales which 
would pack the low-cost distribution 
story. White’s deter- 
mined onslaught on distribution costs 
was manifested in the development of 


super power trucks in which the com- 


program 


Evidence of 


pany was able to produce a vehicle of 
greater power, less weight and greater 
fuel economy. 

When White Motor Company came 
out with the revolutionary new “White 
Horse” house-to-house delivery unit a 
year ago, it represented a radical step 
in light truck manufacture—the pro- 
duction of a unit with unheard-of de- 
partures to meet specific requirements 
This step, which exemplifies the new 
far-reaching White attitude today, was 
made with the codrdinated effort of en- 
gineering and sales departments. It 
expresses the exacting needs of a spe- 
cific field as uncovered through fine 
combing of home delivery trades by 
the advertising and sales departments; 
the translation of requirements into 
finished units by the engineering and 
production staffs; and the ultimate 
program to educate and sell prospec 
tive users. 

Thus we have the new marketing 
trend in which public opinion is solic 
ited before production, as contrasted 
with the old method of building 
truck first and then trying to sell it 
White Motor feels its ground pretty 
carefully now. Even after a unit has 
been designed to fit actual demonstrat 
ed needs, a model is sent forth to test 
the reception of the industry for whic! 
it is intended. 

For instance, when the White Hor 
was designed, a model was display: 
at dairy and bakery conventions ni 
months before the company went int 
users Wé 


production. Prospective 


asked what they thought about 
And tl 


The same test 


possibilities of such a unit. 
decided the issue. 
employed at the recent New York 
Chicago automobile shows at wh 
White 
Model 


model 


displayed its now projec! 


200. This unit is a cha 
with engine mounted in 
rear. Despite advance indications 
success, White wanted a reaction 
the finished product. Full page 
were used in the New York Times 


Chicago Daily Tribune to call the | 
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lic’s attention to America’s first fear 
engine drive truck. Production of 
Model 200 this spring is now assured. 

As indicated, the advertising and 
sales departments have a job to do be- 
fore production as well as after, and 
their feelers are constantly out to gage 
The White 


Horse was built to fill a need for a 


user problems and needs. 


house-to-house delivery unit of un- 
usual fuel economy, and exceptional 
operating efficiency. To lighten this 
unit and cut gasoline consumption, it 
was built with no chassis, but with 
frame and body members welded to- 
gether. Then to conserve payload 
space, shorten the vehicle for easier 
parking and reduced storage costs, and 
to obtain a flat floor with the usual 
through drive shaft eliminated, it was 
decided to mount the engine in the 
rear. Further realizing that this type 
of truck would be driven by salesmen 
rather than regular truck drivers, the 
company simplified the unit by instal- 
ling an airplane type, air-cooled en- 
gine which eliminated the second 
greatest cause of motor truck operat- 


the water cooling sys- 





ng troubles 
tem. 

As another simplification step, the 
company mounted the engine, clutch, 
transmission and rear axle as an inte- 
gral unit which could be placed or re- 
placed in the body in a matter of 
minutes. Faster controls, special gears 
nd special clutches were designed to 

the problem of constant starting 
nd stopping in house-to-house deliv- 
ry. Many other innovations were de- 
signed to simplify the unit and im- 
rove deliv ery efficiency. A total of 
‘51 parts were eliminated in the de- 
gning process. And the result was 
faster performance and reduced gaso- 

1¢ consumption as well as lower up- 
ep and easier operation. All this 
unt that distribution costs were cut 
nsiderably. 

With the product tested and proved, 

| the advantages clearly obvious, the 

ind advertising departments went 
work on a smashing campaign to 
ket the new and _ revolutionary 

ite Horse. Prior to this time White 
tor had been selling transportation 
terms of substantial hauls. The 


se-to-house unit marked entry 


1 totally new field. Because of 
fact and the specialized market, a 
rate White 

was set up, as well as a separate 


L. R. Scaife, 


ler manager of the Fisher Body 


Horse sales depart- 


iction department. 


pany, Cleveland, was placed in 


THE PASSENGER CAR TYPE OF CHASSIS 
DOES NOT MEET THE BASIC NEEDS OF RETAIL 
DELIVERY SERVICE 


& 


UNFITTED FOR THE SPECIAL NEEDS OF 
THE HOME-TO-HOME DELIVERY FIELD 





al less coal .: tH leas lime 


/ 
a be at condudion 


HE MANY COMPROMISES 
T WITH CONVENTIONAL 
TRUCK DESIGN WHICH HAVE 
APPEARED IN THE LAST FEW 
YEARS ARE THE BEST PROOF 


OOP ORR et 


THAT A Bacccally NEW 


DESIGN HAS BEEN NEEDED ~ 


At the top is the color spread which was used to announce the “White Horse" showing how 
it was presented in terms of the buyer's interests. Below is a spread from an elaborate 
brochure which devoted twelve pages in front to an analysis of distribution problems and 
then swung into a step by step visualization of how the ‘White Horse" was designed 
especially for present day needs of certain industries and its economic significance. The 
booklet was done in three colors, green, tan and black, with a die cut red cover framing 


a picture of a white horse which was 


A new White 


Horse distribution force also was set 


charge as sales manager. 


up throughout the country, and a 


special sales school was opened to 
carry the new trend of thought to 


those on the firing line. 


Analyzation of the field showed that 
eleven industries offered an especially 
fertile market for the White Horse, 
with the dairy field looming in number 
one position and the baking industry in 
second place. With both market and 
product well sized up, a strong na- 
tional advertising campaign was insti- 
tuted in behalf of the White Horse, 
starting with a two-page color spread 
in The Saturday 
nouncing ““Tomorrow’s Way to De- 


Evening Post an- 


liver Goods Today—at Less Cost, in 
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used 


as a symbol throughout the campaign 


Less Time, in Better Condition.”” Em 
bodied in the artwork was a suggestion 
of its many fields of use—for bak- 
eries, dairies, laundries, dry cleaners, 


grocery stores, department _ stores, 


newspapers, florists, etc. A picture of 
a white horse was embodied in all ads 
as the symbol of horse economy and 
dependability at motor speed. Other 
magazines used in the general cam 
paign were Time, Fortune and Busi 
ness Week. 

In addition to the general publica 


White 


Motor Company did last year, the spe 


tion advertising which The 
cialized industry copy for the “White 
Horse” was included in business pa- 
pers such as Commer ial Car Journal, 
Fleet Owners, Milk 


Power Wagon, 
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Here are typical business paper advertisements of The White Motor Company for its 
“White Horse,” buses, and conventional type motor trucks. These ads do a specialized job 
with copy talking the problems of the particular industry or general industrial classification 





























covered by the various publications 


Plant Monthly, Milk Dealers, Bakers 
Weekly, Bakers Helper, Laundry Age, 
Starchroom Laundry Journal, National 
S Dyer, Department Store 
Economist, Retail Ledger, Motor 
Truck and Equipment and Truck & 
(Canada). The 


Cleaner 


Bus Transportation 
company’s advertising is now handled 
by D’Arcy 


Inc., Cleveland. 


Advertising Company, 

White Horse advertising utilized the 
opportunities of its unique name by 
issuing effective teaser copy to whet 
the reader’s interest and 
About 80,000 


were put out 


curiosity. 
inserts, for instance, 
through mailings and 
branches and distributors. The first 
“The White 
Horse Is Coming;” the second said, 
“The White Horse Is Here;”’ and the 
third advised, “Put the White Horse to 
W ork ” 

The White Horse campaign reflected 


of three merely said, 





1 fresh viewpoint—the selling of de- 
In the 





livery methods and not trucks. 
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January issue of Fortune, that publica- 
tion points to the White Horse as the 
big achievement of 1939 in the motor 
field. 


ing laid for a program of even broad- 


Advertising plans are now be- 


er scope in 1940 and trade publications 
will reach into special fields hitherto 
untouched. 

. The White Horse experience is cited 
as an example of the new trend in 
marketing employed by the White Mo- 
tor Company. This organization now 
tackles the intimate problems of pros- 
pective users. It considers the indi- 
vidual needs of size, body type, speed, 
hauling distances, load weight, horse 
power needs, state regulations, ICC 
rulings and many other things. It is 
concerned with customer profits and 
no longer does it talk of merely its 
own mechanical accomplishments. The 
development of the _ engine-under- 
floor in the White bus is a direct ex- 
ample of how the company solved an 
industrial problem by shortening the 


When The White Motor Company decides to build a truck for a specific industrial classification it takes its ideas to the field with exhib'ts 
and finds out from direct contact what the industry likes and dislikes about its ideas and gets first-hand suggestions for developments 
improvements. This is a view of the company's exhibit at the last Chicago Automobile Show featuring the projected Model 200 which wil 
nto production this year now that the company has given it the pre-field test 


overall length while still providing 
room for additional passengers. 

Today White maintains a general 
truck sales department, the White 
Horse sales department, and the bus 
sales department. All advertising and 
sales promotion work is controlled 
from a central head—J. N. Bauman, 
General Sales Manager—so that all de- 
partments are well coérdinated. 

In line with the new trend in mar- 
keting, White Motor maintains a sales 
school which is attended by small 
groups each week. Men selected from 
the field are given a course in me- 
chanics, customer needs, and merchan- 
dising methods. Salesmen are trained 
to observe the needs of the trade and 
to sell from the standpoint of customer 
advantages. 

In the way of sales incentive, there 
is the White Club which each year is 
formed by the seventy-five salesmen 
who surpass their quotas by the widest 
margin. Monthly bulletins on their 
standing maintain their interest, and 
every quarter prizes are awarded to 
the top ranking salesmen in each divi- 
sion. Those who qualify for the White 
Club at the end of the year get ex- 
tensive vacation trips or other out 
standing prizes. 

The trend to tailored trucks and 
buses and tailored selling methods will 
develop to an even greater degree in 
1940. White Motor Company will 
continue its advertising in national 
magazines this year with more exten 
sive coverage in the trade publica 
tions. More showings at trade con- 
ventions are likewise in store. Through 
out all sales and advertising plans, th 
customer will hold the spotlight. 
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Advertising le the Customer's Market 


Some manufacturers strengthen primary markets by 


addressing promotion to. their secondary markets 


@ A RECENT news item called at- 
tention to the fact that the Procter & 
Gamble Company will advertise to the 
general public again in 1940 in behalf 
of the commercial laundries, as it did 
n 1939. 


magazines calling attention to the con- 


Copy is appearing in general 


venience and economy of laundry ser- 
vice, and to the advantages to the 
housewife of saving the time and effort 
needed to do her washing at home. 

This type of advertising represents 
1 growing activity of manufacturers 
who sell to industry and who realize 
that their prosperity depends upon the 
prosperity of their customers. Hence, 
in addition to doing a straight-line 
marketing job to those who buy and 
use their products, they are reaching 
out over their heads to the fields where 
their customers’ goods or services are 
sold. 

This is direct sales assistance which 
helps the customer, and helps the sup- 
plier in equal measure. It broadens 
he market for the customer, and hence 
paves the way for bigger sales for the 
manufacturer who supplies his needs. 
lt builds a bond of appreciation and 
good will which is particularly impor- 

nt in times like these. 

While the market of the customer 

y be the general public, as in the 

e of the Procter & Gamble Com- 
pany, whose buyers in the laundry field 

their services mainly to the house- 

e, it may often be, and usually is, 

isiness buyer. Here the advertiser 
peaking in behalf of one industry 
nother business or industrial group. 
‘he International Nickel Company, 
ers of Monel metal, has success- 
vy promoted it for 


many years 


By G. D. CRAIN, JR. 


to the users of the products of fabri- 
cators of Monel. This has been more 


than merely general promotion of 
Monel as an alloy of unusually inter- 
esting qualities and characteristics; it 
has included advertising the specific 


Nat- 


urally this has created a close working 


products of specific fabricators. 


relationship between fabricators and 
the International Nickel Company and 
has helped to maintain its market 
against the rapid encroachments of 
stainless steels. 

The producers of stainless have not 
overlooked the opportunity to follow 
the good example set by the producers 
of Monel metal, for they too have been 
working with fabricators in building a 
market for products made of their 
metals. American Rolling Mill Com- 
pany, for example, uses exhibit space 
at business and industrial shows to 
promote their customers’ wares. At a 
recent hospital convention, it exhibited 
and identified the sterilizers, operating 
tables, kitchen equipment and other 
products used in the institutional field 
which were made of the stainless steel 
produced by Armco. 

American Steel & Wire Company 
has taken such a product as spring 
wire, used in mattresses and upholstery, 
and given it identity in terms of the 
products of its customers. It has been 
advertising to furniture makers and 
buyers and to the customers of these 
companies, showing the importance of 
high-grade spring wire in the construc- 
tion of bedding and other upholstered 


articles. This has not only stimulated 
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interest in the customer’s market, but 
has helped to maintain the identity of 
the product of the American Steel & 
Wire Company as far as the final con- 
sumer, an achievement which in a 
product of this character is nothing 
short of remarkable. 

The advertising of products to cus- 
tomers’ markets is not new; the bear- 
ing manufacturers have been doing it 
Hyatt, SKF, Timken 


and other leading manufacturers of 


for many years. 


bearings have employed the plan of 
featuring their customers’ products, 
with which their own are identified, 
in advertising to the markets where 
machinery and other products requir- 
ing bearings are used. Consequently 
the employment of this technique in 
other directions is not out of line with 
precedent. 

Now, however, the subject of public 
relations is engrossing the attention 
and thought of leaders of business and 
industry, leading them to consider 
methods of building good will among 
employes, their communities and the 
public in general. If they serve in- 
dustry directly with their products, 
they are sometimes extending their 
message of good will beyond these 
groups to the public, thus saying for 
industry some of the things which it 
cannot always say so well for itself. 

The Link-Belt Company has done 
some highly interesting and spectacular 
advertising of this character, several 
of its pages in general magazines giv- 
ing the public a new conception of the 
part which machinery plays in making 
life easier and more interesting for 
everybody. These advertisements and 
(Continued on Page 56) 
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By LUIS GIBSON 
Geo. H. Gibson Company, New York 





The Story-hesok Siyle of 
Cataleg Writing 


Here's a fresh viewpoint on catalog writing which 
may help you inject some sales power into yours 


The Six Hints 


1. Lift the cove: 

a Flip the pages 

3. Look at the pictures. 

4. A child can understand it. 
§. Action and thrills. 


if 


6. Don’t you believe ! 


@ “YOU'RI FIRED—you haven't 
made a sale yet and you never will,” 
bellowed the sales manager. 


Many 


tual, catalog is 


a good-looking, but ineffec- 
deserving of such 
abrupt dismissal from the sales force. 
lam not speaking ot the directory type 
of catalogs carried by jobbers. They 
aren’t expected to make sales and sel- 
dom do. Nor do I refer to mail order 
catalogs. They have a highly developed 
selling technique all their own. I speak 
of catalogs used for selling major 
pieces of equipment, such as refriger- 
ators, washing machines or automo 
biles, in the domestic field, and steam 
shovels, lathes or Diesel engines, in the 
industrial field. 

The type of catalog to which I refer 
might be termed a “creative catalog,” 
for it must sell the products sold by 
creative salesmen. Such catalogs must 
speak for themselves—they must pre 
sent a complete, clear cut, convincing 
sales story. They must make them- 
selves heard when sent by mail or when 
left by the salesman for subsequent 
perusal. They also must be designed to 
serve as a visual aid to the oral presen 
tation; that is, as a demonstration in 
print and picture. As such, they can 
furnish clarifying illustrations per 


suasive arguments, substantiating 


proof, or serve as an organized guide 
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Just put it down and slice 


GRAVITY SPEED 


The GLOBE is ready to slice the instant food 
is placed upon it. There are no clamps to set, no 





Damaged by spring feed clampa 


NO PRONGS 4 
TEAR THE CASING 


Unlike other slicers, the GLOBE Gravity Feed 
has no pronged clamps, toothed, spring feeds or 





The catalog for the Gravity Feed Slicing Machine Company, Ltd., London, which was pro- 
duced in the United States, adopted the story book style in showing retail food dealers every 
sales advantage of the Globe slicer by devoting nearly half of the page to a photographic 
illustration and sales hitting copy below. In this manner there is no chance of the reader 


getting the wrong idea, while the pictures 


dramatize the points to be emphasized. 


Catalogs of this type are also especially useful to salesmen in regular solicitation work as 


they may be used like visual presentations 


and prompter for the spoken sales talk. 

For heavy or intangible products 
which cannot accompany the salesman, 
literature can serve as a substitute for 
the entire demonstration. 

These words of emphasis would not 
be necessary were it not for the preva- 
lence of inadequate and sketchy sheets 
intended to sell important and expen- 
sive products. A few skimpy, super- 
ficial pages can no more be expected to 
sell a $100 or $1000 article than can 
1 hurried, one-minute personal sales 
talk. On the other hand, the lengthy 
ind verbose catalog goes unread. That 


is why our first hint is labeled: 


1. Lift the Cover. Let the cover, 
the first page, say “Open up,” “See 
What’s Inside,” “Start Reading.” Like 
the alluring first page of a dime no\ 
the introductory words of the catalog 
should rivet interest by: (1) co 
mencing with action, or (2) arousing 
curiosity, or (3) presenting a problem, 
or (4) promising something desired by 
the reader. 

For instance, a folder of the Ford 


— 


Motor Company literally follows ¢h 


= 


dime novel technique with the c 
title “SUCCESS STORY — Secon 


Edition of a Famonus Best Sel! 


Isn’t that more interesting than would 
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be the title “Mercury Models for 
1940”? 

Even more akin in style, if not in 
fact, is the poetic title of Nash’s big 
new catalog, “To the Young in 
Heart”; while C. V. Hill & Co., Inc., 
manufacturers of commercial refrig- 
erators, arouses a little curiosity by 
labeling their new catalogs “The 1950 
Series,” explaining upon the next page 
that “It’s Years Ahead!” 

Other examples are easy to point 
out. The headlines “How John Al- 
bertson Doubled His Salary” promises 
something of interest to the ambitious 
correspondence school prospect; while 
the title “Little Bubbles Make Better 
Ice Cream” adds interest to something 
so prosaic as gelatine for use by ice 


cream man ufactu rers. 


2. Flip the Pages. Like a novel, the 
catalog must hold and continue the 
reader’s interest. The flow of the 
headlines should suggest or unfold the 
sales argument as the reader turns 
trom page to page. In order to do so, 
they must make use of active verbs 
ind vivid adjectives, in addition to 
nouns alone. Specific statements are 
more lively, more informative and 
more interesting than abstract or gen- 
eralized topic headlines. Consider two 
oil burner catalogs. In one, the main 
headlines read: “Throw Away Your 
Coal Shovel; Forget the Furnace; Save 
One-quarter of Your Fuel Bill; and 
Give Your Wife a Vacation From 
Daily Dusting”; while in the other 
they read merely “Convenience, Econ- 
my, Cleanliness.” Which would you 
read? Which tells most, even without 
mmplete reading? 

Che liberal use of headings and of 


b-headings between paragraphs not 


ly serves to break up the text and 
courage reading, but also spotlights 
highlights for the “busy execu- 
e” who glances through with the 
ed of a tourist seeing scenic New 
England at sixty miles an hour, in two 
Good headings both score a 
t in themselves and lead from one 
he next line like each square in a 
c strip. They are phrased to be 
in sequence, they speak directly 
ie user; and they frequently use an 
conversational style, such as does 
current LaSalle catalog, which 
off with the heading “May I 

[<'| You About the New LaSalle?” 
someone wisely said, “Let the 
ls paint pictures, and the pictures 
tories.” If the illustrations also 


ip to that advice, the reader will 
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Slide-cusagg StRNICE 000% HE OLD Compre 
FOR EASIER QUICKER BEACH im 





Free-flow COWS AND BAFFLES TOE C10, Compare 
REEP FOOD IN BETTER CONDITION 





These spreads from the Hill 1950 Series catalog are intensely interesting to users of commer- 
cial refrigerators because they take up the product story in a natural way and illustrate sales 
points one at a time so that there is no confusion of thought and each point is thus registered 
most effectively. Color is used generously but judiciously with a double fold spread in the 
center showing a refrigerator case with meats reproduced from a natural color photograph 






TITE-FIT’ BURLAP TUBING 


foch Tede Site Fits Meny Pachege Saes 


Neo More Hend Sewing 






[ a Use “TITEFIT” Bertep tubing for 


ONE METHOD OF USE 


ey 


Neater 


Sold By Weight 


& Portable Corriage 


This spread from Bemis Bag Company's catalog folder on "Tite-Fit'’ burlap tubing leaves 
nothing to the imagination of the reader as to what the product is, specifications, applications, 
and how it works in actual packing practice; the fascinating picture story carries the reader 
right along and sells him on each sales advantage of the product 


3. Look at the Pictures, and learn 
therefrom. Any tabloid or magazine 
editor will say that illustrated stories 
are read first and most attentively, 
even by the most educated—viz., the 
National Geographic. Pictures and 


headlines together can do most of the 


1940 


selling. They are all that many see. 
As in the old silent news reels, the 
whole story must be told with many 
pictures but few words. 

Concerning every sales point, the 
editor should ask “How can I illus 


(Continued on Page 69) 
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Ingenious device solves display and demonstration 
problem for new item in the office equipment field 


@ SKILLFUL merchandising is a fea- 
ture of the office appliance and busi- 


held, extending from 


ness equipment 
the largest to the smallest item in the 
myriad items which it comprises. One 
of the latest applications is in connec- 
tion with one of the newest devices 
for office use, the Polaroid desk lamp, 
which brings to the office worker the 
eye comfort that has been featured in 
the outdoor and sports field in recent 
summers by elimination of glare from 
reflected light. 

In approaching the new market, 
Polaroid Cambridge, 


Mass., realized that the rate of sale of 


Corporation, 


the new lamp would depend largely 
on how clearly the prospective buyer 
visualized its particular advantages. 
This, of 


attractive store display and demonstra- 


course, would necessitate an 


tion, easy to set up, compact, simple 


in operation, and as imexpensive as 


practicable. A little thought solved 
the problem and produced a unique 
demonstration device inasmuch as it 
utilizes a scientific principle that has 
never before been commercially ap- 
plied, according to the manufacturer. 


This 


feature of a special display package, is 


device, now the outstanding 


known as the Polaroid cancellator, a 


piece of ordinary cellophane framed 


with cardboard. It demonstrates by 
difference Po- 


laroid light and the light from an ordi- 


contrast the between 


nary lamp. When it is placed in the 
path of the light, it cancels the effect 
the 


lamp and restores the glare one would 


of the Polaroid window in new 


see if the window were actually re- 


moved. This effect is accomplished by 


virtue of a pec uliar property of cello- 
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Left view shows contents of the special dealers merchandising package for displaying and 
demonstrating the new Polaroid desk lamp; right view shows effect of using the ‘cancellator 


which emphasizes the lamp's non-glare qualities. 


phane (the scientific name for this 
property is birefringence or double re- 
fraction). Hence, when glare appears 
with the insertion of the cancellator 
(picture, right), the absence of glare 
that Polaroid 


becomes 


results from unbroken 


illumination (picture, left) 
even more convincingly apparent. It 
does a convincing selling job. 

In addition to the cancellator, the 
special display package contains a de- 
scription of the mat and cut service 
available to dealers for the new Po- 
laroid desk lamp, twenty consumer 
folders describing features of Polaroid 
illumination, one counter card (yellow, 
gray, and black) measuring 10' by 


11'% inches, and one yellow and black 


It does a very convincing selling job 


display collar to be fitted around the 
column of the lamp as shown in the 
accompanying This 
serves to identify the lamp on display 
and ties it up with other Polaroid 


the Polaroid da‘ 


picture. collar 


plications such as 
glass. 

Distribution of the display packax 
is being made by electrical and office 
appliance distributors throughout the 
country with the direct codéperation 0! 
the company’s ten territorial re; 
sentatives. Two of these packages 
being packed loose on top of the 
dividual cartons in each six-lamp p 
ing case; in addition, one display p 
age accompanies every single-sar ple 
order. 
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Aduertising Dollar 


Here are a few pointers which are worthy of atten- 
tion at the beginning of a new year which may help 
some to avoid waste in their advertising program 


@ ADVERTISING is constantly un- 
der critical fire for its lack of effective- 
These 


charges come not only from the pro- 


ness and its lack of efhciency. 


fessional reformer but also from with- 
in the advertising fraternity itself. 

In an effort to increase this advertis- 
ing efhciency we utilize all manner 
of consumer-reaction surveys and 
check charts. Layouts are checked 
carefully for their attention-pulling 
power. Illustrations are tested to make 
sure they sell rather than merely please. 
Copy must accomplish its gains with- 
out ever attracting attention to its 
own cleverness. And all this endeavor 
is increasing advertising’s effective- 
ness. 

One easy method for economically 
increasing the efficiency of all adver- 
tising still remains only partially used 
by most industrial advertisers. It is 
the simple process of making each 
piece of advertising material perform 
n more roles than that for which it 


vas originally planned. 


Make Ads Do More Work 


For instance, let us examine how 
e€ can get more out of every one of 
ir business paper advertisements. 
ere are a few sound ways that you 
n get additional service out of the 
mey and effort you put into the 


py and plates of these ads: 


A. Send a set of 
nth’s ads to every one of your sales- 


reprints of each 


n. Tell them how these ads are 
king it easier for them to sell your 
ducts. You’d be surprised how few 
your advertisements are even seen 
the business journals by your sales- 


n. 


By LOUIS H. BRENDEL 


Assistant to General Sales Manager, 
Manning, Maxwell & Moore, Inc., 
Bridgeport, Conn. 


B. These same should go 
each month to your company execu- 
tives and above all to the board of 
directors. This will make them far 


more agreeable to your next request 


reprints 


for an increase in your advertising ap- 


propriation. 


C. Send the same reprints to your 
distributors and jobbers (and possibly 
to the jobbers’ salesmen as well). This 
is the only way that most of them 
will find out how you are making it 
easier for them to sell your products. 


D.Furnish reprints imprinted with 
the jobber’s name to those who will 
use them as stuffers in their own mail. 


E. Ask your works manager or plant 
superintendent to post reprints on his 
factory bulletin boards. Most of your 
workmen like to read what your ad- 
vertising says about the products they 


make. 


F’. Frequently a reprint makes an ideal 
enclosure for a direct mailing. In 
this function your reprint may be liv- 
ened up or personalized by a special 
colored multigraphed imprint put on 


in your own advertising department. 


G. With suitable memorandum at- 
tachments, reprints make a fine bar- 
rage to fire persistently at your entire 
list of prospective dealers that you'd 
like to have handling your line. 

The preceding seven exfra uses for 
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business paper ads are only a few of 
the many ways in which they can be 


used. Some “blow-up” 


companies 
these ads several times their original 
size and use these large ads for direct 
mail work. Still others use them as 
letter and package inserts to inform 
the reader about their other products. 
You can easily think of a dozen other 
ways to make your publication adver- 
tisements do more jobs—and therefore 


cost less per job. 


Even Catalogs 
Can Be Triple-Threat 


One ever-present leak in any bud- 
get is the unavoidable cost of catalogs 
and sales literature. Advertising sched- 
ules can be canceled over night, sales 
forces can be cut in half in almost 
less time than that. But few com- 
panies will stop printing bulletins and 
catalogs. Here again though, when 
one catalog can be made to do more 
than one job, the resultant savings are 
gratifying. 

Two divisions of our company nor- 
mally employed high-quality, high- 
priced, cloth-bound, stiff-backed cata- 
logs. They discovered that these cata- 
logs could be made in miniature by 
offset printing at just one-tenth of 
the cost of the original big catalogs. 
Strangely enough, many of our pros- 
pects prefer the miniature catalog be- 
cause of its pocket-size convenience. 
Further savings in catalog costs can 
frequently be made by having extra 
separate sheets of your catalog printed 
at the time it is made. These loose 
sheets are then ideal for attaching to 
correspondence and quotations where a 


full catalog may be unnecessary. Then, 
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Page 46 of the January “Industrial Marketing” was the high spot of interest at the General 
Electric Company last month as members of the publicity department read the good news of 
N. B. Reynolds and F. N. Neal (right) being selected as the copywriters-of-the-year 1939 by 


The Copy Chasers. 


Reading the recognition here is Chaster H. Lang, manager of the 


General Electric publicity department, with Robert L. Gibson, assistant manager, at the left 


too, these loose cat ilog sheets when 
properly punched are ideal for binding 
into the catalog of each jobber’s sales 


man. 


How a Package Insert Grew 


Several months ago, one of our sales 
men suggested that we make up a spe 
cial pack ige insert to be placed by our 
jobbers in their boxes 


dairy supply 


containing steam hose This insert fea 
Hancock “500 Brinell” dairy 


valves and told the dairymen who pur 


tured 


chased the hose how he could make it 
last five times longer. An inexpensive 
insert was prepared and imprinted with 
the jobber’s name. 

At the National Dairy Show that 
fall we modified this original package 
insert so that a product stamp could 
be attached to this insert and on the 
back we listed all dairy supply jobbers 


Hancock Actual 


proved that these 


who stoc k valves 
tests at the show 
simple dairy inserts did a better job 
with dairymen than out regular eight 
page bulletin costing probably twenty 
five times as much 

[his same insert was also sent out 
to all dairies for three consecutive 
months long with our regular blotter 
mailing, with the list of stock-carry 
ing dairy jobbers on the back being 
brought up to date each month. 

We, of course, sent copies of the 
Dairy Show flvers to all of our dairy 


jobbers and told them what we had 
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done at the show to help them sell 
more Hancocks. Likewise we sent the 
same story to all the prospective dairy 
supply jobbers that we should like to 
handle our valves. 

Now, believe it or not, because the 
inserts worked so well at the show, 
we have modified them slightly and 
our dairy jobbers’ salesmen are using 
them in place of bulletins for con- 
sumers. This time, though, we put 
the jobber’s imprint on the front and 
mimeographed on the back a number 
of actual stories of how much money 


1 
our valves have saved ofher dairymen. 


Other Inserts Do Double Duty 


\ number of other inexpensive 
package inserts were prepared to cross 
advertise the wide variety of products 
we manufacture. Later it was found 
that over half of our mill supply job- 
bers were willing to put these inserts 
(imprinted with their name) in every 
package. Here again, by simply adding 
the list of mill supply jobbers to the 
backs of these inserts, they became an 
interesting enclosure for our monthly 


blotter mailing. 


Stop Literature Waste 


Those of you who have ever worked 
in a jobber’s or distributor’s organiza- 


tion know the tremendous needless 


waste ot manufacturers’ literature 


which takes place every year. You 
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have seen barrels of bulletins, envelope 
stuffers and other printed matter pro- 
vided by the manufacturers gather 
dust and finally be thrown away by 
the jobber. This represents a total loss 
to all concerned. It can be prevented, 
however, by sending out smaller quan- 
tities and then only at the request of 
the dealers. Many companies have 
found real economies in prorating their 
literature so that only a predetermined 


amount is distributed each month. 


Use Up Everything 

Jobbers’ shelves are not the only 
places where literature and promotion- 
al matter collects dust until it be- 
comes too obsolete for any possible 
use. You'll find that if you have a 
monthly inventory of all advertising 
and direct mail material on hand in 
your advertising department, you can 
generally figure out a way to use all 
of it before it is too old. 

A few years ago a New England 
another to 
Shortly 


company merged with 
widen and complete its line. 
thereafter a change in design found 
them with several thousand beautiful 
and expensive bulletins on their hands 
that were obsolete. Rather than throw 
this attractive material away, it was 
mailed out. And with each bulletin 
went a letter telling of this broaden 
ing of their line and urging prospects 
to call them in on their next problem 
While such a mailing would have been 
out of the question from a cost stand 
point on any other basis, it proved 
traceably effective and cashed in on 
what would otherwise have been a 
dead loss. 

Our company regularly mails out a 
monthly blotter plus promotional mat 
ter. Some time ago we found that we 
had enough odds and ends of various 
previous promotional pieces to save the 
cost of two months’ new materia 
Lots were selected for those industries 
best suited and each piece was livened 
up with some personalized imprint for 
that industry. 

Interestingly enough, this mater 
pulled almost as many replies as it had 
originally (and some was two years 
old when used). 

Look over your most recent pron 
tional pieces and advertisements. M 
be you'll see a way that you can 
crease its eficiency by making it p 
Above all, 


your foot down squarely and stop 


form additional jobs. 


waste-leaks that can drain the 


from your budget. 




























Business practice eliminates the psychological formula 


from industrial advertising because industrial buying 


is done on the basis of reason and not emotion 


Gactors ta Consider in Evaluating 
Industrial Advertising 


@ INDUSTRIAL advertising is pre- 
pared like consumer advertising, it is 
put out like consumer advertising, it 
looks like consumer advertising, and 
(as will be seen) it works like con- 
sumer advertising; but it differs from 
consumer advertising in this respect 
—the value of consumer advertising 
can ordinarily be measured with suf- 
ficient accuracy to satisfy the adver- 
tiser, but it is often exceedingly dif - 
ficult to find any way of evaluating 
the true power of industrial adver- 
tising. 

This fact has been a thorn in the 
side of professional industrial adver- 
tising men ever since industrial adver- 
tising began a profession. The situation 
n which they find themselves because 
of it has been admirably expressed by 
W. D. Murphy, advertising manager, 
Sloan Valve Company, in his address 
efore the 1939 conference of the Na- 
tional Industrial Advertisers Associ- 
tion. (See IM, Oct., 1939). 


Industrial advertising men can be 
vided into three groups, says Mr. 
lurphy— 

1. Mystics, who attempt to make 
eir specialty a mysterious pyscholog- 

| force whose applications are known 
ly to the initiated—and who fail to 
ike their engineering bosses accept 
vertising on faith. 

2. Mathematicians, who want to 
isure the results of every advertising 
wrt in dollars and cents—and are sel- 
m able to do so. 

3. “Middle-roaders,” 


evaluate their efforts whenever they 


who attempt 


, and fall back on faith when they 

4 

Many, indeed, believe that indus- 
advertising will never come into 


own until some method is devised 


By WM. H. EASTON, Ph.D. 
Sheldon, Morse, Hutchins and Easton, 
Inc., New York 


for accurately measuring the work 
that it does. If this is true, it is most 
unfortunate, because, from the very 
nature of industrial advertising, at- 
tempts to apply a yardstick to its ac- 
tual performance will usually be un- 
successful. 

The reason for this assertion will be 


clear if we get down to fundamentals. 


Psychology of 
Consumer Advertising 

The principles on which consumer 
advertising are based are very simple, 
consisting, in last analysis, of the two 
following psychological laws: 

1. Desire is a matter of feeling and 
emotion, not of reason. 

2. When an action that appears to 
us to be desirable is suggested to us, 
we tend to take it, unless some con- 
trary idea intervenes and inhibits the 
action. 

In accordance with these laws, con 
sumer advertising operates by creating 
desire for a certain product by playing 
on the emotions and then suggesting 
that this desire can be satisfied by pur- 
chasing the product. Some of those 
thus reached think, “I can’t afford it,” 
or, “Here’s something else I want 
more,” and such antagonistic ideas in- 
hibit further action. But no such 
ideas occur to the rest, and they buy 
the product at the first opportunity. 

This operation is so nearly automatic 
that a certain amount of business can 
almost always be built up for any 
suitable consumer product that is easy 
to buy and is effectively advertised on 


a sufficiently wide scale. Hence, in 
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expert hands, consumer advertising is 
a sales-creating medium that can be 
used with a high degree of efficiency 


and certainty. 


Industrial Advertising Is Different 


But, with the exception of a limited 
number of products, such as certain 
supply items sold through dealers, this 
is rarely true of industrial advertising. 
It is impossible to depend upon an au- 
tomatic response to this kind of ad- 
vertising, and no one can place it with 
the certain knowledge that so many 
dollars’ worth of business will accrue 
from every dollar’s worth of advertis- 
ing expenditure. 

Why? 

It is not because the “psychological 
formula,” which is so effective with 
men as consumers, does not apply to 
men as industrialists—men do not 
cease to be human the moment they 
enter a factory. 

It is not because industrial products 
have no emotional value—men are as 
keenly interested in solving their busi- 
ness problems as they are in solving 
their personal problems. 

It is chiefly because practically 
every buisiness concern is so organ- 
ized that the “pyschological formula” 
of advertising is prevented from work- 
ing. 

Indeed, the most elaborate precau- 
tions are taken to make sure that every 
purchase for a business concern is made 
on the basis of reason and not of emo- 
tion. Few industrialists can buy any- 
thing of importance for their com- 
panies on the impulse of a suddenly 
created desire. On the contrary, a 
whole series of obstacles must be over- 
come before the purchase can be made. 
The need for the product must first 
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be proved; budget limitations must be 
considered; competitors’ products must 
be examined and 


competitive prices 


secured; claims are not accepted 
blindly but must be subjected to tests; 
specifications must be met; and, fin- 
ally, the approval of several people 


must usually be obtained before an 


order can be issued, 

As these obstacles vary with every 
purchase, advertising cannot overcome 
them. The personal attentions of a 
salesman are almost always needed to 
steer a negotiation along its tortuous 


course. 


Hence, industrial advertising cannot 
be used in exactly the same way that 
consumer advertising is used, because 
it cannot ordinarily do a complete sell- 


ing job. 


What Industrial 
Advertising Can Do 


If the great bulk of industrial ad- 
vertising ¢ cannot do a complete selling 
job, what can it do? 

Among other things, it can do the 
following exceedingly well: 

1. Create opportunities for the sale 
of products. 

2. Do considerably more than half 
the selling job. 

As to the first point, let us take the 
case of a production engineer, who, in 
turning over the pages of a business 
magazine, runs across an advertisement 
of a product which promises to solve 
some problem that has been troubling 
him. His interest and desire are im 


mediately aroused, and, being human, 
he promptly wants to take some con 


Structive action. 


He is debarred from sending in an 
order for the product, but he can fol- 
low the suggestion contained in the 
advertisement and ask for further in 
formation 

Here is something he is perfectly 


free to do. There are no obstacles— 


no red tape—that prevent him from 
writing a letter. So he sends in an in- 
quiry. 

Now, he knows that he is doing 
something more than asking for a 
leaflet or catalog. He is fullv aware 
that, if the matter is of any impor 
tance at all, a salesman is going to call 


on him And he W elcomes the oOppor- 


tunity. He cannot purchase the prod- 
uct off-hand, but he can open his door 
and initiate an 


likely to lead to a 


to the salesman oper 
ition that is very 
purchase. 


The second point is even more im- 
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PRODUCTIVE CAPACITY OF MACHINES 





Simple Plan Adopted Permits 
Greed Use of Cortoley Torooghost ‘Shep 





— CAR BO LOY 


soe ener i em 


Tait Saas 
Le? SOS. BP SO 


Carboloy starts off the new year with an 
interesting new format using two-thirds of a 
page for display copy and an accompanying 
column developed in an editorial style 


portant because it affects a great many 
more people. 

As Prof. Ross M. 
pointed out in his address before the 
1939 N.ILA.A. Conference, 


process can be broken down into the 


Cunningham 
the selling 


following steps: 
1. Telling buyers what the com- 
pany makes. 


2. Proving 


that the company is a 
reliable organization. 

3. Showing how a product will 
serve a given class of users. 

4. Proving that the product will do 
what is claimed for it. 

§. Showing individual buyer how 
product fits his special needs. 


6. Getting order, performing the 


necessary service, and building good- 
will. 
A salesman can do all of these 


and is essential for doing the 
can do the 


and far 


things, 
last two, but advertising 
first four more economically 


more effectively than a salesman can. 
Supported by effective advertising, 
“Who are 


when he 


a salesman is not greeted by 
you and what do you want?” 
enters the office of a new prospect. 
He is not compelled to explain him- 
self, his company, and his line, nor 
does he have to waste much time on 
the features of the particular product 
he has come in to sell. A large part 
of his selling job has already been done 
and he can concentrate on 


. Thus, 


advertising greatly 


for him 
his real business of — getting 
the right kind 


increases the Pedhon efhiciency. 








In some special cases, particularly 
when the product advertised is new 
and possesses exceptional merit, ad- 
vertising can do practically the entire 
selling job, reducing the salesman, if 
needed at all, 
Such cases delight both 
manager and publisher, but they are 
comparatively rare. The advertising 
manager’s main job is to sell run-of- 
mine bread-and-butter products, and 
if he does not look to the salesman to 
do at least one third of the selling job 
for such products, he is ordinarily 


a mere order taker 
advertising 


making a great mistake. 


Psychology of 

Industrial Advertising 
Whatever 

does, it operates just like consumer ad 


industrial advertising 
vertising—by playing on the reader’s 
emotions and suggesting some easy and 
natural course of action. 

The emotions played are, of course, 
different 


with in consumer advertisiag. 


ordinarily dealt 
There 


is little chance to appeal to taste and 


from those 


appetite, parental instincts, the desire 
for health, 
the rest of 
category. 


the desire for beauty, and 
the consumer advertiser’s 
Men are in business pri 
marily to make money, therefore, in 
dustrial advertising must primarily ap 
peal to the reader’s economic instings 

Hence, the outstanding appeals used 
in industrial advertising are: 

“How 


or labor” 


“How you can increase your profits 


you can save money, time, 


“How you can do a better job fo: 
your employer and thus make mor 
money.” 

These are not the only effective ap 
peals, because, as previously remarked 
the industrialist is still a human being 
and he has a range of interests that 
than his pocket book. As 
pointed out by the writer in “Huma 
izing Industrial Advertising” (See IM, 
Dec. 1938), there are plenty of chances 
loose from the conventior 


wider 


of cutting 

approach. 
But whatever appeal is used, it m 

create desire and either incite to 


mediate action or build up an end 


Othew 


ing, favorable impression. 
the advertisement is a failure. 


Why Industrial Advertising 
Cannot Be Measured 

In ordinary industrial selling » 
advertising and salesmanship ar¢ 
two separate activities. There 1s 
Salesmanship is the 1 


one activity. 
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arm of sales management, and adver- 
tising is a part of the muscle that 
gives that arm its power. 

Or putting this mathematically: 

Salesmanship +- advertising = busi- 
ness secured. 

Here we have a single equation with 
two unknown variables, and conse- 
quently it is unsolvable. Hence, when 
salesmanship plays an important part 
in making sales, it is impossible to say 
how much advertising contributes to 
the final results. 

But we do know this about such an 
equation: The larger one factor is, 
the smaller the other. Hence, the 
more effective the advertising, the 
easier it is for salesmen to secure orders. 


The Trouble with 
Industrial Advertising 


All this is very elementary, and this 
extended discussion would hardly be 
justified were it not for the fact that 
so many industrial sales managers and 
higher executives fail to understand 
these fundamentals. In too many cases 
they expect industrial advertising to do 
things it cannot do, and, when it fails, 
they condemn it. In too many com- 
panies, the sales manager does not gear 
. advertising directly into the work 

his salesmen, and its obvious inef- 
ficiency, under such circumstances, be 
comes a byword. 

There are least two good reasons 
for this misunderstanding of the prop- 

function of industrial advertising. 

In the first place, advertising aids 
he industrial salesman in so incon- 
icuous a way that he is often barely 
conscious of its help. When he lands 
n order, he is apt to feel, quite sin 

rely, that he did the whole job him- 
elf. Therefore, it is probably rare for 
idustrial salesmen to go to their sales 

inagers and say, “Our advertising 
doing us a lot of good. We want 
ore of it.” More frequently, they 
little the part advertising plays in 
eir work, and this attitude colors the 
inion of advertising held by sales 
inagement and the higher executives. 
Secondly, publishers’ representatives 
not unknown to tell executives 
it “if you advertise in my magazine 
business will increase,” without 
ntioning the fact that the adver- 


ng must be of the right kind or 


it must be used to support the 
vities of the salesmen if any re- 


ts are to be secured. 


Where these conditions obtain, the 





GREATER 
ENGINEERING! 


NEW MONEY- 
SAVING FEATURES! 


ADDED MECHANICAL 
DEPENDABILITY! 


two-fold impact to the company's first 


advertising manager is on a bad spot. 
His superiors are not likely to credit 
him with knowing more about the help 
that advertising is giving the sales- 
man than the salesman himself, or 
more about the power of advertising 
than the publisher’s representative. 
Unless he can make his voice heard 
and respected, the general impression 
will prevail that the work of the ad- 
vertising department is not so hot. 


If the inherent limitations of indus- 
trial advertising are ignored, industrial 
advertising, industrial salesmanship, 
and business magazine publishing alike 
will suffer. But where the true func- 
tion of industrial advertising is thor- 
oughly understood and this selling 
force is used in the proper manner, the 
advertising budget will not be the 
first thing to be cut when business be- 


gins to fall off. 


But Another Thing Is Needed 


As has been pointed out, industrial 
advertising and consumer advertising 
rest on precisely the same psychological 
basis. Both owe their power wholly to 
desire-creating copy. But the problems 
involved in producing such copy for 
the two kinds of advertising are entire- 

different. 


In the consumer field, copywriters, 
are usually concerned with products 
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One of the first to take advantage of the new postal regulation permitting inserts of larger 
than page size, Allis-Chalmers Mfg. Company, Milwaukee, did it in a big way with this 
smashing two-color, two-fold insert in ‘Electrical World” last month. Whether the reader 
approached the insert from front or back of the book, he was confronted with the "Preview 
1940" pages. Following appearance in the publication,’ the insert was converted into a 
broadside and sent to 10,000 engineers and executives in central stations, thus giving a 





1940 advertising in the electrical field 


they themselves can use, and they pro- 
duce their copy largely by studying 
their own emotional reactions. But in 
their industrial field, the copywriter al- 
most always deals with products that 
he himself will never use. In conse- 
quence, most consumer copy is vibrant 
with feeling, while much industrial 


copy is flat and lifeless. 


But where is the industrial copy- 
writer going to get ideas that will en- 
dow his copy with desire-creating sell- 
ing power? From blue prints? From 
the product itself? From the engineer? 
From the salesman? Partly, of course, 
for the advertising man must know his 
product, its construction, and its sell- 
ing points. But the best place to get 
ideas that will make successful adver- 
tisements is out in the field, from the 
men who use or need the product to be 
advertised. 

Not until it is generally understood 
that the industrial advertising man- 
ager’s main business is the study of 
human beings, and not materials 
machinery, will industrial advertising 


really come into its own. 


(Note: This article does not pre- 
tend to discuss everything that indus- 
trial advertising can do, but only the 
most important thing it can do for the 
great majority of industrial adver- 


tisers. ) 
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was exhibited in other rooms and wings of the building. 
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View of the main section of the International Amphitheatre at the Road Show which was devoted to heavy equipment which needed plenty of head room. 
Exhibit space covered 173,000 square feet and the total attendance was estimated % 





1940 display of highway building equipment eclipses 
all previous shows in size, attendance and interest 


oo WITH expenditures ror 


construction and maintenance in 1940 


highw ay 


scheduled for an increase of around 
SIX per cent over last year’s $719,262, 
000, the 1940 Road Show held Jan. 
»9-Feb. 2 at the International Amphi 
theatre, Chicago, in every way sur- 


p assed previous equipment ¢ xhibits 


held under the luspices of the Ameri 


can Roadbuilder’s Association. 


The huge exhibit of roadbuilding 
equipment occupied 1 total of 173,000 
square feet of floor area in every nook 
ind corner of the spacious building. 
Total attendance was estimated at 95, 
000. Visitors came trom every state 
n the union and ilso included ad dele 
gation of some 500 from Canada and 
two that travelled all the way from 
Australia. The increasing interest in 
highway expansion in Latin American 
countries was manifest with the pres 
ence of nearly fifty road building ofh 
cials and contractors from the coun- 

es to the South 

Visitors not only came to look, but 
to buy, and at the close of the show 


was estimated that $10,000,000 of 
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equipment had been bought and or- 
dered shipped directly off the exhibit 
floor. One exhibitor alone was re- 
ported to have bagged orders amount- 
ing to $1,800,000. 

Action was the dominant theme of 


the show. I very type of equipment 





President Sydney G. McAllister (center) of 
the International Harvester Company and 
two of his quests at the Road Show, P. W. 
Litchfield, president, Goodyear Tire & Rub- 
ber Company (top), and W. W. Coleman, 


president, Bucyrus-Erie Company, get 
chummy with the TD-18, largest of the new 
Diesel-powered TracTracTors 


International 





that could be shown in motion played 
a living part. Visitors pulled switches, 
pushed levers and twirled wheels in 
their eager desire to see how new gad 
gets worked. 


That design, once mainly confined 


and _ othe 


boldly 


stepped into the industrial field wa 


tO new Ca rpet Sweepers 


household equipment, has 


strikingly visible at the 1940 Road 
sleeked 


down like race horses; shovel and cran 


Show. Tractors have been 
cabs have been streamlined like pas 
senger cars. Even the powerful, hun 
gry-mouthed crusher has had its ea: 
pinned back and its face lifted t 
contribute its share to the new indus 
trial symphony. 

The function of design in construc 
tion equipment, however, has not bee 
confined to the phase of art. ( 
greater importance, while not so ol 
vious at first glance, has been the d 
sign for safety and ease of operatio 
Giant machines, once  requiri 
brawny arms and strong backs to « 
erate them, may now be run by a si! 


ple twist of the wrist, all planned 
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contribute to more profitable opera- 
tion through greater output by man 
and machine by elimination of human 
fatigue. 

With the development of bigger and 
more powerful construction equip- 
ment, the power source has been a 
factor. In this field chief interest is 
in Diesel engines, not only for sta- 
tionary power but in tractors as well. 
Throngs gave eager attention to the 
exhibits of manufacturers in this field 
such as General Motors, Caterpillar 
Tractor, Cummins and Waukesha. 
Motor truck displays likewise received 
mass inspection and all the major lines 
were available. 

Among the “largest” units of equip- 
ment ever to be exhibited at a road 
show was a Northwest Model 80-D 
shovel of 2'% yard capacity, equipped 
with a 27-ft. 6-in. boom, and 18 ft. 
dipper sticks. It was powered by a 
Murphy Diesel engine and weighed 
over 130,000 pounds. Le Tourneau, 
Inc., showed a Turna Pull carryall 
fifty-six feet long with forty-five 
cubic foot capacity, weighing 75,000 
pounds. It had rubber tires 8% feet 
in diameter. 

The International Harvester Com- 
pany introduced a complete new line 
of Diesel-powered crawler-type trac- 
tors. Covering an area of 11,000 
square feet, the largest space at the 
show, the company also displayed its 
line of tractors, motor trucks, and 
power units, specially equipped or at- 
tached to machines and operated to 
show how they were fitted for use on 
numerous road building and mainte- 
nance jobs. Several engines cut away 
to show mechanical features, numer- 
ous photographs, maps, and posters 
ilso were on display. 

The United States Steel Corporation 
n joint exhibit with its subsidiaries 
erected a large scale model of a mod- 
ern highway cloverleaf, the overpass 
roadway arching across the entrance 
x main highway which led into the 
xhibit. The back wall carried a mural 
vhich took the main road out across 
the country. Under the overpass and 
djoining the leaves of the cloverleaf 

ere comfortable seating arrange- 
ents, special transparencies, and 
roduct displays. 

Because of the proximity of one of 
ts Chicago plants to the site of the 
oad Show, Link-Belt Company took 

lvantage of the opportunity to get 
terested visitors to the plant to see a 


reater display of its various products 
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by distributing 7,000 free taxi tickets 
good between the show and the plant. 
Scores of other ingenious merchandis- 
ing ideas were put to good use by ex- 
hibitors in this master display of show- 
manship. 

Among activities of business paper 
publishers, The Business Publishers In- 
ternational Corporation, publisher of 
Ingenieria Internacional, gave an in- 
formal dinner at the Chicago Athletic 
Club during the week for a select 
group of visitors, among whom were 
those from Latin America and who 
were treated as special guests. Pan- 
American highway activities were dis- 
cussed and described, illustrated with 
colored motion pictures and slides. 

Engineering News-Record an- 
nounced during the show that its sur- 
vey of road expenditures for 1940 
showed a prospective increase of six 
per cent over 1939, in spite of reduced 
federal expenditures. The total spent 
last year was $719,646,000. 

Road and Streets, in a campaign 
against the diversion of gasoline taxes 
from road building and maintenance 
to other fields, and the necessity of 
stressing the safety factor in road con- 
struction, ran a series of radio broad- 
casts which were participated in by 
leading advertising and marketing ex- 
ecutives attending the show among 
them being: F. O. Wyse, Bucyrus- 
Erie Corporation, South Milwaukee, 
Wis.; E. J. Goes, Koehring Corpora- 
tion, Milwaukee; D. C. Grove, Blaw- 
Knox Company, Pittsburgh; E. E. 
Christena, J. D. Adams Company, In- 
dianapolis; Howard F. Barrows, Aus- 
tin-Western Road Machinery Com- 
pany, Aurora, Ill.; Lion Gardiner, 
Jaeger Machinery Company, Colum- 
bus, O.; Al Roof, Republic Steel 
Corporation, Cleveland; Chauncey 
Smythe, Thew Shovel Company, Lo- 
rain, O.; Henry Schramm, Schramm, 
Inc., West Chester, Pa.; Floyd Maybe, 
Universal Atlas Cement Company, 
New York; Walter Spindler, Armco 
Drainage Products Association, Mid- 
dletown, O., and David Buttles, Cum- 
mins Engine Company, Columbus, 
Ind. 


1. Portion of the Caterpillar Tractor Com- 
pany exhibit. 
2. Crowd watching a demonstration of a 
General Motors Diesel engine. 


3. Main section of U. S. Steel's exhibit 
showing a cloverleaf intersection. 


4. Miss Patricia LaPlant Graves unveils a 
new Caterpillar production. 


5. Portion of the crowd which attended 
Link-Belt's plant exhibit. 
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DOUGLAS C. McMURTRIE 


ANNOUNCING THE 





BEN D. WALDIE 


hese men constitute the Jury of Awards for "Industrial Marketing's” third annual competition for editorial awards for business paps 


Third Aunual Editorial Awards 
for Business Papers 


@ INDUSTRIAL MARKETING announces 
its third annual competition for edi- 
torial awards for business paper with 
competition in five classifications. The 
competition was inaugurated two 
years ago for the purpose of providing 
recognition for editors of business pa 
pers who do outstanding work in 
creating interesting and helpful edi- 
torial material for their readers and 
render constructive extra-service for 
the industries they represent. 

[wo new classifications established 
last year took into consideration cur- 
rent trends in editorial practice in 
business papers, i.e., pictorial reporting 
ind public and employe relations ac- 
tivity. The five divisions under which 
awards will be made this year com- 
prise the following: 

1. For the best series of articles or 
editorials, or general editorial cam 
paign around a definite objective. This 
may be a series running over a period 
of time or combined as related articles 
in one issue. 

2. For the best single irticle or edi 
torial pertinent to the advancement 
and welfare of the field served by the 
paper. This may be a technical ar 
ticle, or an urticle or editorial treat 
ing a problem confronting the indus 


ry and Suggesting a solution. 


3. For the best pictorial reporting 
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job, either of a news nature or that 
of telling a story exclusively with pic- 
tures and captions. This classification 
is established to stimulate greater use 
in business papers of this technique 
popularized by picture magazines in 
the general field. 

4. For the best employes relations 
editorial program. This may be one 
or more articles or specific editorial 
program designed either as an indus- 
trial relations job for the industry 
served by the publication, or to en- 
courage and supply useful material 
and ideas for business paper readers 
to use in their own employes relations 
work. 

§. For the greatest improvement in 
typography, format and general ap- 
pearance with regard to functional 
design and appropriateness to the edi- 
torial services rendered. Recognition 
of refinments in publications of estab- 
lished quality appearance will be given 
in the honorable mentions. 


One important provision of the 
competition is that all entries must be 
results or 


accompanied by proot of 


reaction to the material submitted. 
The competition is open to all business 
papers published in the United States 
and all foreign countries. One first 
award and two awards of merit will 


be made in each division. Material 


entered must have appeared within the 
Aug. 1, 


1940, closing date of the contest. 


twelve months preceding 
Additional details of rules and regu- 
lations will be published later. 
INDUSTRIAL MARKETING again is 
particularly fortunate in having been 
able to obtain a group of men of out- 
standing experience and distinguished 
service in the industrial advertising 
and publishing fields to serve as a Jury 
of Awards for this year’s competition. 
The jury will comprise two advertis 
ing managers, two agency executives, 
and an authority on design and layout 
in the graphic arts: Harry Neal Baum, 
manager advertising and _ publicity, 
Fairbanks, Morse & Co., and president, 
Engineering Advertisers Association; 
W. D. Murphy, advertising manager, 
Sloan Valve Company, and vice-presi 
dent, National Industrial Advertise: 
Association; Ben D. Waldie, Behel and 
Waldie, Chicago agency; W. I. Brock 
son, vice-president, Commercial Ad 
vertising Agency, Inc.; and Dougla 
C. McMurtrie, director of typography 
Ludlow Typograph Company. 


Announcement of the awards an 
presentations of the trophies will | 
made at the Detroit Conference of t! 
National Industrial Advertisers Ass: 
ciation, date of which is to be a 


nounced later. 
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A top executive who used advertising as a spring 
board to success answers a question asked by many 


What Management Expects of 
Industrial Advertising 


@ WHAT does management expect 
of advertising and the advertising 
manager? The answer is simple: Man- 
igement expects advertising to pro- 
duce profitable sales either today or 
tomorrow. That’s the whole answer 
but it is deceptive in its simplicity. 

What management expects from ad- 
vertising perhaps would be _ better 
phrased if we-asked, ““What does man- 
igement expect from the industrial 
advertising manager?” I think that 
it is fair to say that the success of 
industrial advertising depends more 
on the competence, the breadth, and 
the energy of the advertising manager 
than does most advertising. 

Instead of trying to answer this 
question of what management expects 
of advertising, I am going to ask you 
to take a mental excursion with me 
nto your own business and imagine 
that your company has no advertising 
department and has done no advertis- 
ing. I say “done no advertising” ad- 
visedly. The treasurer has an account 
on the books that is mislabelled “‘“Ad- 
vertising,” when it might have been 
called “Charity,” “Donations,” or a 

mber of profane words that New 

England treasurers do not enter on 

their books of account. Your company 

been successful, it has a sound 
financial structure, good products, 
sound manufacturing, good deliveries, 

mpetent sale sforce, and a standing 
in its field, 

Vhat’s the first thing that manage- 
expects that you are going to 
They expect that you are going 
et the confidence of the organi- 

zation, and especially the sales organi- 

Z n. 

elementary, but I think the first 


n address before the Technical 
ers Association, Bostor Jan. 19 


By WILLIAM J. CARROLL 


President and General Manager, 
Rockwood Sprinkler Company, Wor- 
cester, Mass. 


job is to convince the sales force that 
we know that advertising cannot close 
the job. When they know that, you 
know that this, the first barrier, is 
down. 

Selling Is Showmanship 

Advertising men especially recog- 
nize the value of showmanship— 
whether in advertising or personal 
selling. I think that management 
properly expects that ideas for show- 
manship in industrial selling should 
come from the advertising and the 
advertising department. 

By showmanship, I do not mean 
bathing beauties in abbreviated cos- 
tumes on the envelope stuffers; neither 
do I mean straining after attention 
by ideas which have no connection 
with the product or service. I mean 
legitimately dramatizing sound ideas 
Maybe 


it is the dominant theme of your ad- 


inherent in your sales story. 


vertising campaign that can be car- 
ried over to actual sales work. In 
our fire-alarm work, we featured “A 
Box & Block” in our advertising. That 
idea was carried over into the per- 
sonal selling. The sales force obtained 
maps of the various cities; spotted the 
present boxes which showed how far 
apart they were; spotted “A Box A 
Block” and sold the city officials on 
the idea of buying a certain number 
of boxes each year until they met the 
standard. This had another definite 
advantage in that when we were sell- 
ing the city a new fire alarm central 


oflice, we designed the ofhce with suf- 
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ficient future capacity to take care 
of the future boxes. 


Making the Selling and 
Advertising Gears Mesh 

I say that management expects ad- 
vertising to sell the products that 
make the most profit—either today 
or tomorrow. 
to make certain that advertising em- 


It’s management’s job 


phasis is put on the profitable prod- 
ucts, but it won’t hurt the advertis- 
ing man if he keeps this in mind also. 
Even management nods at times. 

It seems to me that following up 
the advertising inquiries is sort of a 
“no-man’s-land” with some compa- 


I think 


that I have appreciated the potential 


nies. I have been a peddler. 


business that chere was in advertising 
inquiries, but I'll tell you also that I 
appreciated the potential waste of time 
that there was in certain types of in- 
quiries. So, I will say to you that 
management expects you to get only 
inquiries that are worth following up. 
You will say that you are bound to 
get some inquiries that are not really 
prospects, and Ill agree that you can- 
not entirely eliminate them without 
so restricting your appeal that you 
miss good inquiries, but I do know 
that we have to consider the quality 
of inquiries as much as the quantity 
in industrial advertising. If you are 
doing direct-mail, you can start with 
the mailing list. How long since you 
have really taken a look at it? 


Saving the Salesman’s Time 
Education is one of the best jobs 
that advertising does. Few products 
lend themselves to educational adver- 
tising as well as industrial products. 
Industrial selling usually takes con- 
siderable time. Frequently, the dollar 
value of the unit of sale is large. The 
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equipment frequently is not simple. 


More than one man must be con- 
vinced. The salesman takes consider- 
able time properly to develop his story 
because of this and other factors. 
Industrial advertising has, there- 
fore, an important educational job in 
giving the prospect the most complete 
sales story and another important job 
in separating the wheat from the chaff 
in finding new prospects for the sales- 


man. 


Better Sales Bulletins 
Maybe periodic sales bulletins are 
not a function of the advertising de 


Maybe 


you have a completely organized sales 


partment in your business. 
department that takes care of these. | 
have found that even in these cases, 
the advertising department can con- 
tribute something to make these more 
interesting. In many of the moderate 
sized concerns, you will frequently 
find that the advertising department 
1s the only department that can do 
an effective and interesting job along 
these lines. 

A good many concerns badly neglect 
Better Sales Bulletins because the sales 
manager hasn't the flair for doing a 
good job and the advertising depart- 
ment thinks that it’s none of its busi- 


ness. 


Sell the Salesmen on Using Letters 
salesman—especially 
likely to 
be deficient in following up calls with 


letter, fol- 


The average 
the technical salesman—is 
letters. A well written 
lowing a personal call, adds fifty per 
cent to the value of the call. You 
find writing easy. Frequently, you 
forget that even the talented salesmen 
do not find letter writing as easy. Let 
me suggest that you give them typical 
paragraphs, that 


letters, or typic al 


make letter writing easy. 


Clearing House for 
Sales Information 

It’s hard for me to keep the adver 
tising and sales departments in sepa 
rate isolated calls. Our salesmen con 


sider our advertising manager, Jim 


Ryan, their best friend. They are 


always asking him for information. 


Sometimes it’s a list of concerns in 
1 certain industry for whom we have 
made installations. Maybe it’s a group 
of photographs where we have in 
stalled 1 sprinkle: system so that it 1s 
is unobtrusive as we can make it. 
Maybe it is a request that certain in 
tormation be sent to a special list. 


\ny good advertising manager keeps 


30 





“Where ore we ever go- 
ing to find on outdoor 
bus support good for 
4,000 ibs. cantilever?” 














“The NEW LAPP CATALOG shows 
a Station Post on poge 69 that 
exactly fills the bill.” 








iF YOU HAVEN'T GOT A NEW LAPP CATALOG 
WITHIN QUICK REACH, YOU NEED IT. . . WRITE 
LAPP INSULATOR CO., INC., LE ROY, N. Y. 











In addition to regular product advertising, 
Lapp Insulator Co., Inc., does an outstand- 
ing job of catalog promotion with interest- 
ing small copy accentuated by white space 


a data file that is as valuable to the 
salesman as to the advertising man. 
Usually he has a competitor’s file into 
which he will dump competitors’ ad- 
vertising and prices. He should have 


information about their prices and 
their policies, especially jobbers’ polli- 
cies, 

A Data File is a working tool for 
the advertising department and it can 
be made a clearing house for sales in- 


formation. 


Just a Bit More Enthusiastic, Please 


Don’t be afraid to look for the 
romance in your product and to tell 
the customer about it. Generally, the 
industrial product contributes more to 
making the world a better place in 
which to live—fundamentally it con- 
tributes more in most cases than your 
consumer products. Your industrial 
buyer may appear and probably is more 
cold-blooded in his purchasing but he 
is still a human being in spite of our 
frequent doubts. Sell more enthusias- 
tically and you will sell more profita- 


bly. 





Retaining Old Friends 

If you have not done it recently, I 
analyze your 
Find out 


recommend that you 
sales for the last six months. 
how many of these sales have come 
from past customers. 

Advertising can do a splendid job 
in keeping present customers sold on 
your company so that future orders 
from them will be easier. 


Selling Auxiliay Equipment 
Going back again to our own busi- 
ness, we have a certain amount of 
what you might term “auxiliary equip- 
ment” which should be sold to existing 
users and to new users. Frequently, 
the unit sale is small. It is not prof- 
itable to have your men make special 
calls on present users. We find that 
advertising can be used successfully to 


sell these products. 


Who “Fathers” the New Babies? 
New products which fit into your 
manufacturing which fit into your line 
and which fit into your selling are not 
easy to find. Every one in the or- 
ganization should be on the lookout 
for them, but the advertising manager, 
because of his acquaintance with the 
needs of the consumer, his familiarity 
with the manufacturing and his ac- 
quaintance with new developments 
should be always a source of sugges 
tions. 
New Products Make News 
Business papers are very cooperative 
if what you have is news. I don’t mean 
the old free reading notice which in- 
sulted the intelligence of the reade: 
and violated the integrity of the pub 
lisher. I mean items that supply 
service to the reader because they are 
news. As confirmation, consider the 
reception given Industrial Equipm: 
News and similar publications. 


How Much Selling Do You 
Do at Your Front Door 

The reception room offers sound 
possibilities for effective selling at low 
cost. The salesmen who call on you 
probably also call on your prospec' 
They like to have interesting item 
talk about. Look through your 
and exhibit the items that have int 
est and that lend themselves to disp! 
Leave some of your booklets arou 


I am sure they are interesting read 
Who Writes the Instruction Sheets 
Most technical articles need an 

struction sheet and most instruct 
sheets need an interpreter. Instr 


tion sheets should be written in 
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advertising department. If they are 
not written there, they most certainly 
should be edited there. They need to 
be written from the viewpoint of the 
man who knows nothing about the 


Usually 


from the viewpoint of a man who 


product. they are written 


knows nothing else. 
Budgets 

I am not going to discuss the budget 
of your expenditures—important as 
that is. I am going to ask you to con- 
sider for a moment a Budget of Re- 
sults. Advertising results are difficult 
to trace. Some of the finest results 
are intangible and can be traced only 
over a period of years. Because they 
are intangible, there is a tendency not 
to set a definite task for the advertis- 
ing beyond the general task that I 
outlined in the beginning of increas- 
ing sales either today or tomorrow. 

I think management has a right to 
expect that we will set more detailed 
and specific tasks. Maybe it is to get 
a certain number of new customers; 
maybe it is to increase the unit of 
individual sales; maybe it is to get a 
definite number of usable inquiries. 
I touch on only a few examples. The 
main point that I want to make is 
that we should set not one, but a 
series of definite tasks. I think that if 
we do this, we will find that we can 
accomplish more: that we will spend 
our money where it will get us the 


greatest results. 
Ideas Pay Dividends 

The industrial advertising depart- 
ment that is the most productive is the 
one that is the most specific. Concrete 
evidence, specific claims, tangible prof - 
its, rather than broad generalizations, 
ire what makes industrial advertising 
resultful. 

Yet, the advertising department is 
the one place that intelligent manage- 
ment should look to for constructive 
The heads 


of most other departments are special- 


broad generalized thinking. 


sts; they specialize on manufacturing, 
lesign, collections, financing, purchas- 
1g, etc. 

The qualities that make a good ad- 
ertising man, knowledge of human 
\otives, sensitiveness to change, ac- 
laintance with modern developments 

society generally, ability to analyze 
thout prejudice, make the well 
unded advertising executive a valu- 


le and trusted consultant. 
Don't Stick to Your Desk 
Business growth depends on ideas 


d as I have pointed out, the adver- 
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McGraw-Hill promotion men who received awards for outstanding work during 1939: 
Standing left to right, Hunter Snead, “Electrical World"; J. W. Robertson, "Food 
Industries"; Sitting left to right, S. A. McMillion, “Factory Management & Main- 
tenance"; E. J. Tangerman, ‘American Machinist’; and Wallace Blood, "Electronics". 


Announce McGraw-Hill Promotion Winners 


@ WINNERS in McGraw - Hill 
Publishing Company’s annual inter- 
company promotion contest were 
decided Jan. 4 when eight distin- 
guished advertising experts judged 
the entries. First prize for general 
excellence of the entire promotion 
program was awarded to American 
Machinist. A check for $100 was 
presented to Elmer J. Tangerman, 
promotion manager, and the name 
of the publication will be inscribed 
on the permanent trophy. Honor- 
able mentions went to Engineering 
News-Record and H. A. Haworth, 
and Business Week and Allan Rood. 

Prizes and honorable mentions 
were also awarded in four classifica- 
tions. In display advertising, first 
prize was given to Food Industries 
and a $25 check to J. W. Robert- 
son. Power received honorable men- 
tion and a certificate was presented 
to Roger Knight. First prize for 
direct mail pieces went to Electrical 
World and $25 to Hunter Snead. 
American Machinist won honorable 


tising man should be an especially 
good source of ideas for the manage- 
ment. If you are going to continue 
to freshen the stream of your ideas, 
you cannot stick to your desk. It is 
necessary that you get out into the 
field and find out what the customer is 
thinking about and what he is doing. 
It is necessary that you contact other 
men who are doing the same kind of 
work. This club, and other clubs like 
it, deserve the support and attendance 
of every good industrial advertising 


man. I feel strongly that you should 


mention and a certificate was given 
to Mr. Tangerman. 

Electronics took top honors in 
the sales letter classification, and 
Wallace Blood received $25. Whole- 
saler’s Salesman was runner-up, and 
Lloyd Dunn received a certificate. 
Among miscellaneous sales helps, 
Factory received honors and Shelby 
McMillion $25. Engineering News- 
Record and Construction Methods 
received honorable mention, with 
the certificate going to Miss E. 
Eaves. 
were: 


Judges of the contest 


Charles McDonough, Combustion 
Engineering Company, president, 
National Industrial Advertisers As- 
sociation; J. V. Doll, Texas Com- 
pany; S. L. Meulendyke, Marschalk 
& Pratt; O. S. Tyson, O. S. Tyson 
and Co., Inc.; J. R. White, Rick- 
ard & Co.; Otis A. Kenyon, Ken- 
yon & Eckhardt; Allen L. Billings- 
ley, Fuller & Smith & Ross; and 
Loyola Guerin, G. M. Basford Com- 


pany. 


get away physically from your desk. 
In addition, you can get away mentally 
through your trade publications, books 


on advertising, and general literature. 


The Voice of the Business 
Business has been accused of being 
inarticulate. I think that there are 
some grounds for the accusation. If 
business is to be articulate, who is to 
be the spokesman, if not advertising. 
Management looks to the advertis- 


ing department to best express the 


(Continued on Page 63) 
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A.B.P. Launches Drive for Better Copy 


@°“PUT a bigger sales load on your 
business paper advertising; expect and 
demand more of it; tell all that the 
business paper reader wants to know— 
indeed must know—if he is to react 
intelligently to your sales message.” 

The foregoing gives just a hint of 
the keynote of what is perhaps the 
most outstanding and forward looking 
campaign for more effective advertis- 
ing copy ever undertaken by any or- 
ganized group of publishers—a cam- 
paign launched this month by The As- 
sociated Business Papers. 

The activity opens by announcing 
the early publication of a book entitled 
“TELL ALL. A Practical Guide to 
Business Paper Advertis- 
A fitting sub-head might well 


Successful 
ing.” 
be “A Return to Copy” for the entire 
text is devoted to illustrating and ana- 
lyzing the copy of successful business 
paper advertisements. Survey data 
provides evidence of their resultful- 
ness. 

In the introduction of the book, the 
association, composed of about 150 
leading industrial, merchandising, and 
professional magazines, acknowledges 
the responsibility of the publishers to 
help their customers obtain the utmost 
in effectiveness out of their advertis- 
ing. 

Under the heading ““We Should Have 
Done This Long Ago” the book frank- 
ly admits that the publishers in the 
past have been too content merely to 
publish good magazines editorially and 
to sell white space to their customers 
in media with an assured reader in- 
terest and intensive coverage of impor- 
tant buying influences. 

“But, we shouldn’t stop there any 
more than you, the manufacturer, stop 
after you sell 


servicing a customer 


him a product. You show him how to 
use it to his greatest advantage or how 
to re-sell it at a profit. In this book, 
we publishers aim to do the same for 
you.” 

The association does not claim to 


The “Tell 


All” book, says the announcement, 


possess any magic formula. 


simply analyzes the successful meth- 
ods employed by many manufacturers 
and advertising agencies who make 
their business paper advertising pay 
its freight. 

For years good business paper pub- 
lishers have been aware of the fact that 


altogether too much of the material 
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run in their magazines under the name 
of advertising was not in fact good, 
effective, result-producing advertising. 
Too much of it was limited to bro- 
midic generalities, or boastful and un- 
supported claims or mere assertions 
made from the viewpoint of the ad- 
vertiser and without sufficiently care- 
ful study of the self-interest of the 
prospect. 

No single publisher, working alone, 
could hope to solve this problem. In 
recent months the ABP, through its 
Promotion and Research Committees, 
has made a study of advertising run 
by manufacturers who insist that their 
advertising carry a real sales load and 
who know very definitely why they are 
advertising and what they are getting 
out of it. 

It is readily apparent that all of this 
effective advertising has one thing in 
common—namely, copy that conveys 
interesting and helpful information 
about the product to the readers—men 
and women who are reading business 
papers for only one reason in the world 
and that is to learn more about their 
businesses and all of the things that 
will help them to become more suc- 
cessful in their business. 

Since holding one’s job and growing 
in it are vitally important considera- 
tions to everyone in business today, 
advertising that tells the business pa- 
per reader what he wants to know at- 


WHEN YOU NEED AN ELECTRIC MOTOR 
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Here's how Bunting Brass features the con- 
venient service its nation-wide organization 
of industrial distributors can give bearing 
buyers in an interesting continuity technique 
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tracts an interest equal to that of good 
editorial material. The book points 
out that, if more adverisers approached 
their jobs from the viewpoint of the 
editor of the magazine bent on supply- 
ing the reader with as much helpful in- 
formation as possible, better advertis- 
ing would result. 

In seeking the causes for ineffective 
copy, students of the subjects were not 
long in discovering that the fault lay 
primarily with management, the asso- 
ciation points out. As a result, the 
“Tell All” book is addressed to man- 
agement and its frankness in admit- 
ting the shortcomings of publishers is 
matched by the frankness with which 
it points out that management has not 
taken its business paper advertising se- 
riously enough. It asserts that, too 
often, management has judged the 
value of the space by its low cost per 
page, that too many advertisers are 
satisfied “just to keep their names be- 
fore the trade,” and finally—and most 
important of all—that management 
has failed in too large a percentage of 
cases to furnish advertising agencies 
or advertising departments with the 
necessary sales and market information 
on which to base effective advertising 
copy. 

The “Tell All” book urges that ca- 
pable talent be hired to do the actual 
preparation. Urging that ad managers 
and agencies be properly compensated 
for such work, the book states: “How 
your sales story is told is second in 
importance only to what you say. Skill- 
ful planning and execution are even 
more vital in printed selling than in 
personal salesmanship. When your 
ad is read you aren’t there to defend 
any points of dissension that might oc- 
cur to the reader. It is obviously es- 
sential that the whole story be told... 
and with clarity. 

“You can’t buy that kind of copy 
skill with plug nickels.” 

Although 
the new program is being released cur- 
rently, the “Tell All” book will not 
be available for several weeks. In tl 
meantime the association is holding 
group meetings of the membership so 
that the publishers’ 
will be in a position to help advertis- 
ers make more effective use of ¢! 


advertising announcing 


representat iv 


space they buy. 





Fisher Joins “Business Week" 


Shelton Fisher, formerly with McCa 
Erickson, New York agency, has b 
appointed promotion manager of Busi 
Week. 
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21940 Shitpluilding Sets 20-Year Record 


Big Year Ahead in Equipment Buying 


_ shipbuilding under way on January 1, 1940, setting a 
20-year record with a total of 1,732,424 tons an in- 
crease of 74 per cent during the year—the marine industry offers 
a most active market for manufacturers of marine equipment, 
materials and supplies. Merchant ship construction under way 
on January 1, 1940, totaled 1,230,259 gross tons—an increase 
of more than 100 per cent during the year. Naval construction 
under way on January 1, 1940, totaled 502,165 displacement tons 
an increase of 29 per cent during the year. 


rhe bright prospects for even greater marine business during 
1940 warrant the most intensive sales and advertising efforts. 
lo effectively reach the marine market and the important men 
with purchasing influence and buying power, your products 
should be featured in the advertising pages of Marine Engineer- 
ing and Shipping Review—the leading marine publication. 


Proof of the value of this publication as a business influence for 

- | you is its leadership in paid audited circulation . . . the fact that 

arine Eng \ it stands pre-eminent in editorial quality and reader interest 

Shipping v \ ... and the manner in which outstanding manufacturers are using 

and ' ; it as the medium to build widespread acceptance for their marine 
. products. 


Make continuous advertising in Marine Engineering and Ship- 
ping Review an effective aid for increasing your 1940 marine 


sales. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York, N. Y. 


105 W. Adams St., Chicago Washingten, D. C. Terminal Tower, Cleveland 


530 W. 6th St.. Los Angeles 485 California St., San Francisco Henry Blde.. Seattle 


Marine Engineering a0 Shipping Review @ 
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Publishers Get 
Copy Conscious 


@ SOMETHING of great significance is hap- 
pening this month in the business publishing 
held, or at least that division of it identified with 
Associated Business Papers, Inc. The association 
is launching a campaign under the title of “Tell 
All” which is designed to make industrial adver- 
tisers copy conscious. At last, business paper 
publishers by supporting this movement are 
acknowledging that it takes more than white 
space, more than circulation, and more than 
stellar editorial content to produce results for 
advertisers. In fact, it appears that the busi- 
ness publishing industry as a mass has finally 
swung over to the concept of good industrial 
advertising as defined and crusaded for by 
INDUSTRIAL MARKETING’s Copy Chasers for the 
last four years—that the purpose of industrial 
advertising is to sell goods and to be successful 
it must be written with that objective in mind. 
While most publishers, we believe, endorsed 
the “O.K. As Inserted” feature and saw its broad 
objective from the very start, others, even some 
of the leaders, thought it too severe and that 
it might even tend to discourage some adver- 
tisers from doing any advertising. Time has 
shown that The Copy Chasers’ comments are 
the high spot of interest in the publication to a 
large majority of its readers and frequent has 
been the public testimony that their remarks 
have led to more effective, sane, advertising. 
Copy is the heart and soul of all advertising. 
Without it advertising would be as speechless 
and as ridiculous as a mute salesman. That’s 
why it is so important that advertising should 
carry only the best copy that can be written 
for a product. To that degree only can the 
best results be expected from advertising. For 
that reason, also, four years ago INDUSTRIAL 
MARKETING through its Copy Chasers dared to 
point a finger at silly, impotent, wasteful adver- 
tising appearing in business papers—advertising, 
which so far as the basic purpose of advertising 
is concerned, was a pitiful donation to the pub- 
lications which carried it. By the “Tell All” 
campaign, it is gratifying to see that business 
paper publishers are publicly indicating that 
they want no more such donations; that at last 
they are concerned about the copy that appears 
in their advertising pages, just as they guard 
the character of the copy that goes into their 


34 


editorial sections; and that as a group they now 
believe, as The Copy Chasers declared four years 
ago, that industrial advertising copy should be 
designed to sell and not to entertain. 

Two years ago, the gospel of good copy was 
preached before every chapter of the National 
Industrial Advertisers Association in connection 
with INDUSTRIAL MARKETING’Ss sound slide film 
of O.K. As Inserted by The Copy Chasers. And 
at that time an editorial further emphasized the 
‘Advertisers’ Responsibility to Business Papers” 
as follows in part: “It may seem ridiculous,” it 
said, “to even suggest that advertisers, who pay 
for the space they use in business papers and 
thereby represent the buyer in the transaction, 
should bear any responsibility toward the pub- 
lications they use. Their responsibility, how- 
ever, is to their own ultimate benefit and con- 
sists merely of helping the business papers carry- 
ing their advertising to do an effective job for 
them by providing copy to make it possible. . . . 

“Can it be considered out of order to feel 
that industrial advertising as an industry has 
this responsibility and should do something 
about it? Good design and layout will contrib- 
ute attention value to advertising which, never- 
theless, is helpless to sell goods if the copy speaks 
by paragraphs of words. Copy is the only all 
important factor in any advertising. Attest, 
crowded, small space that actually sells merchan- 
dise, not because of attractive layout, art or dec- 
oration, but because the words it speaks talk a 
simple, interesting language that leads to the 
buying impulse. And it is in this direction that 
more thought should be given. The chief objec- 
tive of the O.K. As Inserted feature of this pub- 
lication is to focus attention on this need by 
giving recognition to the good copy work being 
done and to reveal the sloppiness of too great 
a share of it with a view to improvement. 

“The concerted activity on the part of busi- 
ness paper publishers to improve the editorial 
content and the general appearance of their 
books looms as a challenge to industrial adver- 
tisers to contribute greater reader interest to the 
advertising pages through interesting, factual, 
and useful advertising copy. They will benefit 
with more tangible results.” 

All this merely serves to re-emphasize the im 
portance with which INpUsTRIAL MARKETIN‘ 
holds good industrial advertising copy, and to 
endorse the A.B.P. campaign which will help 
The Copy Chasers continue their good work. 
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Process Industries 








OFFERS ASSISTANCE IN 
MEXICAN MARKET 

To tHe Eprror: We are a very 
small organization, ilthough we do 
have a great number of inquiries for 
representations, agents and distribu 
tors who are seeking lines that they 
may dispose of to industry within the 
Republic of Mexico. Due to the fact 
that we are so small we quite naturally 
do not have sufficient staff to be able 
to send out inquiries to industrial sec- 
tions of the United States and as a 
result thereof we find ourselves handi- 
capped in assisting representatives here 
as much as we would like. 

Therefore, | wonder if there is not 
some manner or means in which you 
might advise industries that if they 
are by any chance interested in the 
Mexican market that they get in touch 
with me and at the same time give 
information as to what they manufac- 
ture so that I personally may bring 
this to the attention of those that 
make inquiries here. 

In such a way a great deal of time 
is saved as the company when writing 
here is immediately placed in contact 
with interested parties in Mexico. 

H. O. JOHNSON, 
American 


Secretary and Manager, 


Chamber of Commerce of Mexico, 


Mexico, D. F. 


' © ¥ 
MAKING CARDBOARD 
STIFFENERS WORK 


To tHe Eprror: It occurred to me 
the other day that we did a little job 
that was somewhat unusual and one 
that is often neglected. We had a 
mailing of a four-page bulletin which 
was quite flimsy and as a result needed 
a stiffener in the envelope. For a long 
time we have believed that cardboard 
stiffeners could carry a message at no 
extra cost, except for the printing. 
As a result, we printed up the at- 
tached card in the hope that it would 


help us to get reels back more quickly. 
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Business has been good recently and 
as a result most of our reels are on the 
road and we do not get them back 
fast enough. This means that new 
reels must be built and a lot of money 
is tied up in a nonproductive way. 
We charge for the reels and refund the 
money when the reels are returned, 
but we do not like to see overly-large 
reel inventories. This whole reel situa- 
tion is a “real problem” in the wire 
industry. 


We sent out the card and you will 





SHIPPING ROOM—PLEASE DISPLAY PROMINENTLY 
Oo 


HOW TO ROUTE 
EMPTY CABLE REELS 


idle Reels Tie Up $355 
Return Them Promptly 
Collect the Deposits 








ROUTE BY FREIGHT AS FOLLOWS 
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note that it is marked “Shipping room 


please display prominently.” We 
thought that if only a small proportion 
of the stiffeners sent to our mailing 
list of 7,500 names, got to the ship- 
ping rooms, it would help a great deal. 
One customer wrote in immediately 
for extra copies for its twenty store- 
rooms. We also wrote the story into 
an envelope stuffer which goes out 
with our regular mail, but that is a 
more-or-less obvious method of doing 
this job. 

In other words, this experience 
serves to emphasize that you can make 


cardboard stiffeners work for you— 





using them for dual purposes, such as 
instruction charts, brief catalog list- 
ings, etc. We don’t think much of it 
as an art job, but wanted to keep the 


cost down within reasonable limits. 


RicHarpD S. Hayes, 
Advertising Manager, The Okonite 


Company, Passaic, N. J. 
vw, 


MERCHANDISING THE CALENDAR 


To tHe Eprror: In issuing the Uni- 
versal Atlas Cement Calendar last year 
we tried to make a distinction between 
our purpose and the requirements of a 
calendar. Our purpose, of course, is to 
advertise. The first requirement is that 
the calendar be of a type that people 
will put up. Ours being a_ business 
calendar, we make the calendar pad 
proper predominate, with the advertis- 
ing and decoration secondary. This is 
on the basis that it is better to whisper 
from the wall than to shout from the 
waste basket. 

In addition to the distribution of 
the calendar itself, we do some mer- 
chandising wherever the subject fits. 
For example, our calendar advertises 
terrazzo, and terrazzo work is done by 
terrazzo contractors, so whenever the 
terrazzo sheet bobs up we write to ter- 
razzo contractors to point out how 
this calendar is helping their business 
with the aim, of course, of getting 
them more friendly toward us so that 
they will buy our cement to make 
their product, which we advertise. The 
same is true of other subjects in the 
calendar where we take pains several 
times during the year to let people 
know how we are publicizing them in 
our calendar. 

M. A. BERNs, 

Publicity Manager, Universal Atlas 

Cement Company, New York. 


, Vv F¥ 


USEFUL CALENDARS 

To tHE Eprror: With reference to 
the Armco Drainage Products Associa 
tion calendar shown in your Annual 
Calendar Review, I believe it will be 
interesting to you to know that from 
repeated check-ups we have found that 
a very high percentage of these calen 
dars are actually used by the recip 
ients. We believe this can be attrib 
uted to the fact that in the design anc 
make-up of the calendar our thought 
has been to provide a genuine utility 
article. You will observe that far mor 
attention has been paid to legibility 

(Continued on Page 63) 
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Kis Phoducee 


to help SELL Metal-Working Houston 


HOUSTON is a specialist city, for it lives by and with oil. Serving that major 
industry there are 62 metal-working plants, and all but four or five are specialists 
too — for they produce only oil-field equipment. But the 7,333 workers and 32,086 
hp. there represent a worthwhile market for metal-working equipment, accessories 
and supplies — a market well worth cultivating. 

That’s why we've just surveyed specialized Houston as the fourth of our 
city studies, to find out who buys, and how. As typical of similar “l-product” 
metal-working cities, and of growing Southern industrial centers, our detailed 
analysis of buying practices in a dozen varied Houston plants will interest you. 
And here, as in the metal-working world at large, you'll find that American 
Machinist is a producer — which is oil-country lingo for a well that keeps right 
on bringing in oil, year in and year out. 

You'll want the report on metal-working Houston (just as you'll want those 
on Milwaukee, Hartford, and Syracuse if you haven’t them already). It shows how 
typical plants there buy, and why your advertising dollar goes farthest and works 


longest in American Machinist, the real “sales producer” of metal-working. Write 


for your copy TODAY! 


AMERICAN MACHINIST, 330 West 42nd Street, New York, N. Y. 

















AS INSERTED 


Always Tired? 


Why feel double your age because 
you re tired most of the time? Get out 
if that rut [The way to do it is by build 
ing up your endurance. It’s simple 
with this easy new method that works for 
men and womer 

Just take four et: velopes Knox Gelatine 
daily for two weeks then two a day 
tor two weeks After that, take as re 
juired 

Take it regularly Keep a supply in 
your bathroom Take it in the morning 
when you get up, again at night . and 
dont forget 


Cost? Less than a pack of cigarettes 


Plain, unflavored Knox Gelatine (U.S.P.) 
is the only gelatine proved to increase en 
durance Bacteriologically controlled to 
certified milk 
Sealed in sanitary envelopes, protected 


until you use them Buy the familiar 
? 


standards higher than 


our-envelope package, or the new thirty 
two envelope money-saving package. Ask 
your grocer or write Knox Gelatine. Also 
Bulletin E Knox Gelatine. 
Johnstown, N. Y.. Dept. 82 


send for 


Quote and unquote. There it is. 
A fifty-one line lesson (including in- 
structions on “How to Take”) in ad- 
vertising clipped from the columns of 
Business Week. Read it out 


loud. Enlarge it 500 times and tack 


Study it. 


it on the ceiling. Remember it. and 
you'll never Zo W rong. 

“Corn Cure” copy? You bet your 
baby’s booties it’s “Corn Cure” copy! 
It’s fundamental to this business of 
idvertising. It moved millions of dol- 
lars’ worth of merchandise for Claude 
Hopkins, and it’s moving millions of 
dollars’ worth of merchandise for lots 
of other advertising realists today. 

Industrial advertising can stand a 


big double dose of “Corn Cure” copy. 


The Way to Sell Is TO SELL... 


No beating around the mulberry 
bush, but right down to cases is the 
pratical philosophy of the “Corn Cure” 


practitioners. For this brand of copy 
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“Corn Cure” Copy...The Way to Sell 


ls to Sell...Publishers’ Promotion... Start 
Some Fireworks ...14 Ads and a Few Ideas.... 


isn’t a formula—it’s simply funda- 
mental selling. 

Of course it’s being used by adver- 
tisers in industry today (in a few 
cases even being overworked) but it 
isn’t used by enough people who could 
use it profitably. 

Allis-Chalmers has taken off its 
gloves and is banging away at it. 
We've discussed its potent stuff a num- 
ber of times in these pages. Socony- 
Vac has been using it, and we’ve men- 
tioned it, also. Witness currently its 
“How Oil Helps Make ‘16 Horses’ as 
Cheap as a Single Team,” a page talk- 
ing tractors and the (Socony-Vac Lu- 
bricated) machines that make them. 


Anaconda Wire & Cable, too, has 
been previously cited for not pulling 
its punches. Heed this headline from 
a color page in Electrical Contracting, 
$2,600 job goes to contractor who 
makes wiring survey—customer boosts 
annual profit $4,800 as result.” This 
is particularly significant because it 
shows both buyer and seller profiting. 
Also significant is the script over this 
headline, “Make it happen to you!” 

Ingersoll Steel <> Disc starts the list 
of winners this month with its color 
spread from Food Industries. Each 
page carries a selling headline. ‘Pay 
Only for the Stainless Steel You 
Need!” says the left hand page. “Why 
Pay for More Than You Can Use?” 
asks its neighbor. Copy Starts right 
out talking business—main illustration 
clearly shows exactly what the pat- 
ented “IngAclad” sheet is—and ten 
fine case studies spread across the two 
pages and complete with pictures, tie 
the whole works together. And—even 
down in the coupon, the selling goes 
right on. “Memo to ‘Save on Tanks’,” 
is its effective label. Our congratu- 
lations to Walter E. Smith, Rog- 


ONLY FOR THE 


ers & Smith, Chicago agency, the 
salesman who wrote this ad. 
The books going to the grocery and 
drug trade carry more than their share 
of this kind of advertising that hits 
hard. For example, in the last issue 


of Progressive Grocer, these stopped 
us. General Foods with “Sanka Coffe: 
Lowered Its Price and Widened 
Your Market!”—and a selling-signa 


ture, “Display . . . Feature . . . Push 
. SANKA COFFEE . . . Now Sell 


ing at the Lowest Price in History!’ 


; 


Another was the Prune Growers 0} 
California. Headline, “Here’s why it’s 
easier to sell our Prunes this year. 
Subhead, “Our Prunes Are Selected 
This Year.” Subhead, “How We Help 
You Sell Our Prunes.” 

In more general type of media, lik: 
Time, in the advertising of busines 
machines and services, we often find 
old friend, “Corn Cure” being used ¢ 
advantage. Here’s Royal Typewrit 
opening up with “Sensational Improv: 
ments Makes Every Letter Better- 
Magic Margin takes care of All lette 
Instantly.” And closing with the san 
sales drive, ““The Desk Test answe 
every question.” 

Here’s Edward Petry selling “Sp 
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A SIMPLE WAY 


TO LOWER HAULING COSTS 





“ERS 


Radio.” 
menu, another man talking at man- 
with-menu. Says the talker, “Forget 
the Blue-Plate Special and order what- 


ever you please!” Excellent use of con- 


Illustration, man studying a 


tinuity strip nails the paraphrase to- 
gether. And again, one of those selling- 
signatures that tells the whole story in 
1 flash. Three small sketches—a pro- 
gram schedule, a stop watch, and a 
map of the U. S. 
Any Time’”—‘“Any Length”—‘‘Any 
Where.” 


Second 


And under each— 


winner for the month of 
Trailer for its 
“A Simple 


February is Fruehauf 
wo-column sales story, 
Way to Lower Hauling Costs.” Lots 
meat and mashed potatoes in this 
iby, too much to talk about—except 
e will read you a sub-head, “Fact 
One.” A great business was built on 
ese words, “You know that a horse 
n carry only a few hundred pounds 
its back, whereas it can pull many 
nes that much. Likewise a motor 
ick when coupled to a Trailer and 
ed as a mechanical horse can pull far 
we than it can carry.” Body copy 
ers noteworthy users of Fruehauf 
initial 


ngineered Transportation,” 


ings, Operating savings “Plus” ad- 


itages, and how to get the helpful 


ts. Plaudits please for W. D. 


Wise, advertising manager, 
Fruehauf Trailer Company, and 
John Cunningham, Schipper As- 
sociates, Detroit agency, for their 
fine work. 

And here’s one other piece of copy 
(selected from the aviation field of 
all places—where most copy is rather 
flat or ““name-before-the-public—ish”’) 
that bears mention, a page over the 
Spartan Aircraft 

Travelling!” it 


signature of the 


Company. “Here’s 
says, and if that were all, we'd be 
travelling—but it goes right on to 
sell viz: ““New York to Tulsa—1,250 
Miles—6 Hours, 12 Min.—S5 People— 
$38.50 Gasoline and Oil.” This is all 
worked out in sort of a cryptic, map- 
like sketch, and the copy carries on to 
show a typical day travelling with a 
This 


whole ad does an excellent job of sell- 


“Spartan Executive” owner. 
ing the economics of plane ownership 


to businessmen. 


Publishers’ Promotion 


Just a few random notes off our 
starched cuff. 

Timely has been the Saturday 
Evening Post’s campaign, “Confucius 
Say.”” In lesser hands this theme might 
easily have turned out to be a dud in- 
stead of the daisy the Pos# created. 

Tepid is Newsweek’s ‘“Two-Men- 
Talkin’ ” 
engaged in rather dull 
should make good advertising-eaves- 
dropping we never could figure out. 
Newsweek makes great reading. Why 
not its promotion? 

We call your attention to something 
unusual in the annals of publication 
publisher who offers 


series. Just why two guys 


conversation 


promotion—a 
more than space in a promotion ad— 
a publisher who offers an idea! We're 
talking about Chem & Met and the 
color spread they had last month in 
this very magazine. (See I. M., Jan., 
pp. 4-5.) The entire ad was great 
—superior to the run of the mill 
business publication stuff, but what 
made us stand up and cheer was a 
“We 


We immediately read 


sub-head on the second page, 
have an idea!” 
on. “Somewhere there is an important 
valve manufacturer who is now selling 
to the Chemical Process Industries, but 
who could increase that business 
easily—and profitably. We think we 
can help that valve manufacturer in a 
practical way.”” Copy goes on to state 
how in thirty-eight years Chem © 
Met’s 


gained an intimate knowledge of the 


editors and _ publishers have 
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CHEMICAL 
GINEERING 





dislikes, 


hopes and ambitions of the chemical 


wants and needs, likes and 


engineer. This is built up further, and 


intelligently, and then the selling 
begins. 

“Only recently this knowledge and 
experience crystallized into a sound 
merchandising idea, suited to the pres- 
ent day requirements of industrial ad 
vertisers. With the thought that we 
might be of material service to at least 
one important valve manufacturer, or 
his agency, we will adapt this idea to 
his 1940 needs.” 

Story goes on in that vein, but with 
1 few sensible qualifications. It looks 
“Corn Cure” 


to us like this iS copy 


offering “Corn Cure” copy. In the 
publication promotion field this is an 
event. Flash the checkered flag 
for J. W. Robertson, “Chem & 
Met” promotion manager, for this 
genuine creative copywriting. 
(Aside 


ested in more comments on publica- 


-Anyone in the house inter- 


tion promotion trom time to time?) 


Somebody Start Some Fireworks 
There’s no percentage in being dif 
ferent just for the sake of being dif- 
ferent. That isn’t even smart. 
But there is some sense in being dif- 
ferent when you can win favorable 


attention (and resultant sales) for 
you! product or service. 

This is more about design and lay 
out than copy—but good copymen 
ire supposed to think in terms of com 
plete advertisements, so we feel it be 
longs in this department. 

You remember that a certain well 
known advertising man, Jim Mangan 
of Chicago’s Mills Novelty Company, 
tossed a few bombs into an advertising 
meeting last fall by calling most cur- 
rent advertising “corny.” He referred 
in particular to advertising design and 
the fact that it almost always followed 


1 more or less cony entional pattern of 
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presentation. You know — picture, 
headline, copy and sig. 

Why not challenge yourself this 
year—this great advertising year of 
1940—to try 
fresh and original layout and design. 


a few experiments in 


You don’t have to go nuts—but at 
least go far enough to get your stuft 
out of the rut that most industrial ad- 
vertising grooves along in. Get some 
life and freedom into your layouts! 
Avoid the conventional except in those 
cases where you can prove it will pay 
you more to stay conventional. For 
after all—even stockholders reports of 
some of our most conservative com- 
panies are now printed in color and 
with pictures and informality. 

We bumped into a little eight-page 
insert from Motor Service magazine 
that illustrates what we mean. It’s an 
ad for the Service Tools Institute and 
it very easily could have been stiff and 
conventional. Instead, it is attractive- 
ly printed in two colors on antique 
stock—set appealingly in Caslon—and 
uses some amusing and eye-catching 
cartoons in reverse. Because of this it 
gets across an educational story on the 
use and care of automotive tools that 
might otherwise make very dull 
reading. Salute Earl H. Swanson, 
Scott - Telander, Milwaukee 
agency, for this exceptional piece 
of work. 

So keep your eyes open. Watch the 
editorial sections of the better maga- 
zines and see the flair and originality 
they use in layout and design. Study 
the stuff from leading printers and 
paper houses. But more than anything 
else, dust off your imagination and get 
the cramps out of your pencil-pushing 
elbow. 

Let yourself go! Start some fire- 


works! 


14 Ads... and a Few Ideas 


Combustion Engineering had an im- 
pressive spread in a recent Electrical 
W orld—“7,000,000 Ib. of C-E High 
Pressure Steam Capacity ordered by 
Utilities in 1939.” 
is laid out as a report form, “Ordered 
1939” and the 


whole box score—number of units— 


The left hand page 
Since January Ist, 


capacity—type—fuel—etc., etc. — are 
all there to check. What better way 


to demonstrate product acceptance? 
How many people might profit by this 
type of message. Or are too many ad- 
vertisers afraid to “show their hand”? 


Ford V-8 


reliable interrogative form of headline, 


Trucks use the ever- 


“What do you Haul?” and this pai 
ticular page answers that questio 
with pictures and copy on six differe: 
types of trucks for six different bus 
nesses plus a short block of straig! 
product copy which sums it all up. 

Crane Co.’s new copy looks interes 
ing. The first ad we've noticed diy 
into detective story formula with “T! 
Mystery of the Fluttering Disc 
Actually, it’s an interesting case stud 
very nicely handled—with the result 
of Crane’s work tallied off in 1-2 
order at its close. There’s also a spc 


cial story on Crane’s “Preventi 


Maintenance.” This new Crane stufl 
will bear watching. 

Here’s a piece of copy just crammed 
full of user benefits (we don’t know 
when we've seen so many per line of 
words). Postage Meter Company in 4 
two-column ad headed “Short, short 
story just lays them out on the 
line. After a first paragraph that talks 
“exclusive meter number”’—" getting 
letters into transit quicker”—etc., the 
second paragraph moves in like a land 
slide. ““The sender of Metered Mail has 


with 


done ordinary stamps, 


leaks ind 


losses; has finished with ‘lick and stick’ 


away 


stamp counting, stamp 


mailing keeps his postage secure 
from theft or loss in a Pitney-Bowes 
Postage Meter, and protects the peo 
.. The Meter 


not only prints the postage, but seals 


ple who handle postage. . 
envelopes and speeds mailing . . . auto 
matically counts postage used, postage 
on hand, and pieces mailed . . . saves 
time, postage, worry is worth its 
cost in convenience alone—but usual 
ly saves its cost for any business, big or 
little. .. 

(Continued on page 50) 
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Call our nearest office and get 


lips 
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ow to SELL 
he Residential 
ind Small Building Market 


um Air Heating Dealers CONTROL Purchases 


tre you to check the records of any manufacturer successfully 
m equipment in residential air conditioning—furnace units 
ws, oil or gas burners, fans, coils, filters, drives, controls, 
ation, dampers, registers, or other 
uts— ONE FACT would be 
uy apparent— 

ie warm air heating dealer-con- 
ors are responsible for the bulk 
iLL SALES in this market. 

tthat is not surprising, when you 
ier how most of today’s air con- 
ning for homes has developed 
simple warm air heating. And 
imple heating is sold, installed, 
erviced by the dealer-contractor 
has long known his Btu’s and 
and who is operating a shop and 

Bsition to do the necessary 

7 ation work. 

wtetore, the prime requisite in 
% and maintaining sales volume 
“idential air conditioning is a 
m~ WARM AIR HEATING 
‘contractor organization. 






















Come to Air 
Conditioning 
Headquarters 


with Your Marketing Problems 


Whatever you make — if it’s 
adaptable to either or both air 


an u get 
+ — conditioning markets—we at Air 
Rically There Conditioning Headquarters have 
iter way than a wealth of data which can be of 
} tlibera space inestimable value in furthering 
sin eac} : 
> sales. 
4 iRTTS 1ERI- 7; your 
i} RTISAN . - - . | 
: u, or your 
NTAND-OUT he 7 | Shall we contact you, or y 


—— ' agency? 

tiling che big S TAND- ‘@) U T "4 | Better still, start your adver- 

ing for , : : tisingin air conditioning’s LEAD- 

PAPER " 4 ING publications NOW! ...with 
poe 2 the March Issue! March forms 

won’t close until February 20. 


biishing Company - 6 N. Michigan Ave., Chicago 
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the rest of the story—with a demon- 
Stration in your own ofhice on your 
own mail!” Phew! Boy! When we get 
our breath, we'll do it! 

We like Westinghouse’s ““We Packed 
Up a Power Plant . . . and delivered it 
to Ruppert!” so much that without 
reading any further than that stopper, 
we'll put them in this month’s win- 
ner column. And—as we dig further, 
we find plenty of excellent pictures 
and copy that is effective because of 
its restraint. In other words, Westing- 


house might be justified to do a lot of 


shouting in this copy because of the 
size of this job and the prominence of 
the buyer—but after ringing the bell 
with that swell headline, they just 
state their case quietly in the body 
matter. That’s nice judgment on 
the part of W. A. Clabault, ad- 
vertising department, Westing- 
house, and A. T. Goulding, vice- 
president, Fuller & Smith & 
Ross, Cleveland agency, the men 
who deserve the credit for this 
spread. 

You probably never heard of The 


Sewerage Commission, or its Turf 


CONCENTRATE 


your Export Coverage 


WORE for 


Your export message in 
IMPORTERS GUIDE en- 
joys the largest circulation 
in the ‘‘heavy’’ fields 
served* (Machinery, Elec- 
trical, and Hardware). It is 
read and relied upon by the 
bulk of the purchasing 


power concentrated in 1856 business 
communities and 114 countries 
abroad. Because the unique editorial 
program of IMPORTERS GUIDE 
presents the latest products, services, 
and merchandising ideas originating 


INTENSIFIED 
MARKETING 
COOPERATION 


under your control 


to help you build pri- 


in the United States, it has earned the 
confidence of its readers. This ex- 
plains why IMPORTERS GUIDE 
coverage represents the greatest 
value in export advertising. 


*published bi-monthly in alter- 
nating months, in English and 





We call it to your 


Service Bureau. 
attention now because of the adver- 


tising it does in Golfdom. ‘Timely 
Turf Tips” this single column is called, 
and the particular ad we have in front 
of us has to do with “Snow and Ice 
on Greens.” All the copy tells the 
greenskeeper is what to do about it. 
Maybe a few industrial and trade ad- 
vertisers could take a tip from this 
copy and use some “service” copy of 
their own? Selling by giving, in other 
words. 

Illustration, headline and copy of 
Good year’s “Saved from Silicosis” are 
all noteworthy. That headline is in 
about forty-eight point, and under- 
neath it in about twelve or fourteen 
point is the line, “—by the G.T.M.’s 
rubber ‘windpipe’.”” This treatment 
Also we like the 


brevity and restraint (yes, we have to 


makes sense to us. 


use that word again) of the copy. 
“The accordion-pleated suction hose 
attached to this stonecutter’s chisel is 
his safeguard against  silicosis—the 
choking death that comes from inhal- 
ing abrasive dust. It acts as an arti- 
ficial windpipe, swallowing the deadly 
dust before it endangers his lungs. 
Flexible, abrasion-resisting, non-kink- 
ing, it is specially designed for stone- 
cutting service by the G.T.M.—Good- 


year Technical Man.” There’s another 





mary and secondary dis- Spanish editions. Six issues in 
English, 25,000 guaranteed; six 
issues in Spanish, 25,000 guaran- 
teed. Combined circulation, 50,000. 


short paragraph, but we've demon- 


tribution abroad, bring 


to your attention over- strated what we wanted to demon- 


seas merchants who are strate. Because this copy deliberately 


a spects and act as . , avoided sensationalism and exclama- 
real prospects and act For details send for an interesting book- 


let, “The Bulk of the Purchasing Power.” 
36 YEAR 
America’s Foremost Export Trade Journal 


IMPORTERS GUIDE 


MACHINERY » AUTOMOTIVE - ELECTRICAL - HARDWARE INDUSTRIES 
440 FOURTH AVENUE + NEW YORK 


Cherter CCA Member 


LARGEST CIRCULATION PER ISSUE 
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a constant source of sales tion marks, it speaks with authority— 


contacts. Credit report- the same kind of quiet authority a 


ing, translation and good physician could speak with. 


many other specialized There’s a lesson here all right. 
services are available to And here is another little lesson for 
the right people (and at the right 
time). Here’s Goodyear’s Akron 
neighbor, Goodrich. A page addressed 


to the aviation industry—twenty-two 


advertisers. 











words of copy. Starts with the stand- 
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. . and that’s exactly why MACHINE DESIGN’S Fourth Annual 
Supplement on “Machine Drives and Controls.” accompanying the 
regular April issue, offers extra values to advertisers. 


The Annual Supplement is removable and filable . . . a convenient 
tool for the use of Design Engineers, Chief Engineers and Designers 
over the period of a full year. 


In addition to editorial discussions covering all practical forms 
of machine drives and controls, advertising pages provide construc- 
tive and helpful data from which engineers can secure preliminary 
information for use in the design of machinery. 


The “Machine Drives and Controls” Supplement is a directory of 
types of drives and controls . . . their standard and special applica- 
tions, and newly found applications. It is the only directory that 
is brought up-to-date annually, that includes broad consideration of 
these engineering applications within the covers of a single volume. 


Manufacturers of drive and control parts, materials and equip- 
ment should carefully consider this opportunity to address their 
sales message to original specifiers of machine drives and controls 
in the Annual Supplement that has an active life of a full year. 


For space in the supplement accompanying the regular April 
issue of MACHINE DESIGN, regular space rates apply ea 
Supplement itself is printed on 1 durable, tinted enamel stock. Color 
and bleed are available at usual extra charges. Early reservation 
of space is suggested . . . forms close on the Supplement, March 10 


. on the regular April issue, March 17. 


MACHINE DESTOR 


7enton Publication 


110 E. 42nd Street Penton Building 520 N. Michigan Ave. 
NEW YORK CLEVELAND CHICAGO 
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Abe been 


\ Frank 


Statement 


Radeenlly Sew 1940 Program 





nat Wabro Pocibie em stennally we Pras 
Aad seete < takers me ~ 
ty 
ww 
= wil ae - tw 
ee 
ird “It Pays to Fly” and reads, “It 


Pays to Fly and it pays to take off and 
Silver- 
the safest airplane tires ever 
billboard stuff—but 


there’s a place for billboard stuff, too, 


land on Goodrich Airplane 
towns. 
built.” This 1S 
in this business. 

Just been studying three ads of the 
Algoma Steel Corporation (Canada). 
While 


termed 


these are in what might be 


the conventional business 


magazine manner, they ney ertheless 


are good, substantial advertisements 
working hard at their job of selling. 
If we have any criticism, it is only 
that they may be working too hard be- 
cause the copy lacks the lift of a key 
sales idea to spark the campaign along. 


What “Men of AIl- 


goma,” about product or service 


hav e€ you got, 


that is exclusive, and rememberable? 
We hope no one at Kennedy-Van 
Saun gets peeved at us when we state 


that we'll okay a recent ad of theirs 


with cartoon illustrations only because 


these cartoons and the verses below 


them appear as though someone’s “10 
old” did 


funny, nor are the verses very good, 


year them. They are not 
but they are so childishly simple that 
they do get across the points that one 
patented feature of Kennedy Second- 
ary Crushers is a spring release. Car- 
toon No. 1 shows workman dropping 
wrench into open hopper—No. 2 
shows wrench coming out delivery end 
of hopper with everything jake. You 
can almost guess at the verses. 

Here’s some Alvey-Ferguson stuff— 
some of which is good, and some just 
so-so. The ads we like are those with 
the good old numbers in headline and 
copy. Ads like, “Production Boosted 
118°>—with safety!” —and 
"What's Your Handling Problem—16 


Bottles or 


greater 


600 |b. Crates?””—and 


12/7 


OZ. 


‘Here’s One for Ripley! 
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95” which we think is the most out- 
standing. This is a swell case study 
of an installation at the well-known 
Ball Brothers Co. of Ind. 


Other ads of this group, particularly 


Muncie, 


those on Alvey-Ferguson Engineering 


Service, don’t seem to have much 
“oomph.” But then few if any peo- 
good about 


ple have written copy 


“Engineering Service.” Take that as 
a challenge if you want to. 

Our congratulations to the boys of 
Hercules Powder Company for de- 
liberately devoting four pages of an 
six-page insert to charts of their 
many raw materials and their many 
industrial applications. This couldn’t 
be worked for every line of products 
or by a lot of advertisers, but as a 
“one time shot” for Hercules it’s kind 
of fascinating. More important, how- 
ever, is the fact that it should be help- 
ful—and lead to new inquiries—and 
new sales. 

We have two Creamery Package ads 
The first, “ ‘Improved 


for comment. 


Product Increased Sales’”’ is a 


straight testimonial complete with 
signed letter, picture and all the trim- 
mings. We'll go along with this if 
for no other reason than what a cus- 
tomer says about your product is usu- 
ally far more noteworthy than what 
you say about it. The other ad is a 
bleed photograph of a country land- 
scape, snow on the ground, farmhouse 
and barns off to the right, etc. In 
left foreground we have a billboard 
with a two color poster—‘It Pays TO 


USE CP Milk and Ice Cream Cans” 


plus appropriate illustrations. This ad 
is a back cover from Milk Plant 
Monthly. We think we'd like it a bit 


better if there was just a little block of 
copy somewhere in all that space that 
helped make that “It Pays TO USE” 
more tangible, more believable. 
Boo-of -the-Month — Just 


times’ sake (to take us back to some 


for old 
of our first columns, and our sound 
a big, beautiful boo to 
Bethlehem Steel page, “In 
Hockey it’s Drive.” For shame! 
Boost-of -the-Month—To Nash-Kel- 
This really belongs over in 


slide film) 
for its 


vinator. 
the “Corn Cure” Department, but it’s 
so good we felt it rated a special place 
all by itself in the limelight. We refer 
to a three-page advertisement from 
Radio 
nouncing Kelvinator’s new 1940 pro- 
It starts out like this, “A Frank 
Statement About Kelvinator’s Radi- 
cally New 1940 Program That Makes 


and Television Retailing an- 


gram. 


Possible Sensationally Low Prices 
and Greater Profits for Dealers.” It is 
signed by Frank R. Pierce, general 
sales manager. It clearly states the five 


the 


gives the new low prices and states the 


objectives of new program. It 
reasons for these price cuts. It covers 
the new models and their features and 
their exclusive features. It points the 
dealer towards his two markets—re- 
placement, and the new low-income 
market. It talks the heavy advertising 
campaign and promotion backing. And 
it tells how to get the full facts. It’s 
complete, comprehensive and con- 
vincing. 


THI 


Copy CHASERS. 


Hayes Appointed 
Advertising Manager 


Okor 


Passa 


and the 


The Okonite Company, 
Company, 


ite Callender Cable 
N. J., makers of in 
sulated wires 
cables, have appoint 
ed Richard S Hayes 
advertising manager 
Mr. Hayes joined 
The Okonite Com 
pany in 1925 and 
after working in the 
factory tor two and 
one-half years, was 
promoted to the pow 
er and light division 
of the depart 
ment, working out of 
the Chicago office. In 
1936 he was trans- R. S. HAYES 
ferred to the executive office at 
N. J., handling the sales promotion ac 
tivities. 

Mr. Hayes is a director of the N.1.A.A 
and president of the Industrial Marketers 
of New Jersey 


and 


sales 





Passaic 


Penton Publishing Company 
Makes Changes 


George A. Pope, advertising 
manager, The Foundry been trans 
ferred to the Chicago office to serve as 
advertising sales representative & GG 
Pelott continues as Western manager 

Russell H. Smith. Eastern advertising 
representative, Machine Design, since 
1936, has been promoted to Eastern ad 
vertising manager 

J. F. Ahrens, formerly Eastern advertis 
ing manager, The Foundry and Machine 
Design, has been assigned additional duties 
as Eastern manager of The Foundry and 
will relinquish his position as Eastern ad 
vertising manager of Machine Design 


Louis F. Stoll Dies 

Louis F. Stoll, vice-president and direc 
tor, McGraw-Hill Publishing Company 
Inc., died Jan. 4, after an illness of sev 
eral months. He was in his fifty-first year 

Mr. Stoll had been active in the pub 
lishing business since 1914, first with the 
Class Journal Company, publishers of 
Motor Age, Motor World, and Autom 
tive Industries. From 1925 until his deat! 
he was associated with McGraw-Hill as 
vice-president in charge of the company’s 
transportation papers, Transit Journal 
Bus Transportation, and Aviation. For the 
past year, he was also in charge of the 
company's district office operations 


assistant 
has 
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WE'RE PUTTING 0 


AND THEY’RE 


ALL ACES! 
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UR CARDS ON THE TABLE— 





. 
fe 


When you sell the architect you 
sell your product; for the archi- 
tect, in designing buildings, spec- 
ifies the type of product that 
best fits the requirements of 


his project. 





A 
¥ 


Y 
°v Can bess " 





tect by telling tp, 


Product jn his © Story of mati 
; own | 
his angue | 
Own ™agazine_ap 9e, in 
TURAL RECO CHITEC. 


~O the time he 


PUBLISHED BY F. W. D 


[ch the archj. 


ODGE CORPORATION 
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USE BABIES 
TO STOP 
‘EM... 












BUT... if You WANT TO SELL 





THE MARKETS OF INDUSTRY 
AND TRADE DON’T STOP THERE! | 














| YELL use of all the devices for employing the psy- AN, a wide variety of business paper advertisements 
chological elements of human interest and dramatic addressed to an equally wide variety of industries, pro- * 

approach can be made just as effective in industrial, fessions and trades, wherein the advertisers achieved » 

professional or trade advertising as in consumer adver their objective by telling all that the readers want to : 

tising. Use babies, pretty gals or puppy dogs to stop know. “Tell AIP”? contains nothing new. It merely ana- 

them, if it fits vour story. Use dialogue copy, or humor, Ivzes a principle that is so old that many advertisers 

or continuity stripes, if it will get the message across have been overlooking it lately. The “tell all” principle 

more graphically and clearly. But before you begin to is nothing but the old three-point method of successful : 

think of any of these devices, first make sure that vou advertising 

have the right sales story to meet vour known advertis- 





1. Define markets and determine sales objectives 





ing objectives and that vour copy tells all of that story 





2. Run copy that tells a/l/ that the readers want to 






that the readers want to know. They are reading their 






business papers to learn more about their business not know. 





to get away from it 3. Lse the right business papers to reach known 






prospects. 










Business praper readers want to know everything 
about your product that can possibly affect their liveli- Right there we have told all that vou need to know in 
hood. And they are skeptical gents. Advertising that ts order to do the kind of business paper advertising that 
comprised largely of unsupported claims leaves them pays its freight ... and then some. The book “Tell AIP 
vawning like our bored baby. Business men want to is not designed to sell vou further on the soundness of 
know all the “whys those simple fundamentals. It is designed to help you 












reo practice alla paeak ite preac inte im thie edvarties- do that job... to your everlasting prohit. 

ment, we don't ask vou to accept that claim on our “Tell AIP contains no magic formula for copy writing. 
sav-so. Om the facing puge we list the brief reports oft It is no more than a common-sense analysis of the sim- 
three advertisers who actually tested the effectiveness ple elements that we at A.B.P. have observed over and 
of advertisi that tells all the reader wants to know over again as contributing to the success or failure of 
We list, too, the suggestions made by advertisers who business paper advertising. 
have found that it pays to run business paper advertis . : , 

ou wont tind a single word about circulations or 





ing that gives readers the same helpful information that 






rates in “Tell AI. but vou will find concrete sugges- 





they vet from the editorial pages 





tions that will enable vou to do the kind of a business 








\s a practical aid to suceessful business paper adver- paper advertising job that really sells goods. Send for 


hace assembled in the A.B.P. book. “Tell it today 
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Case History Vo. 1 


\ small new company was entering a field 





dominated by four huge concerns. In one - 

vear, using “TELL ALL” advertising the Here is a little sample of some of the im- 
newcomer climbed into 2nd place in sales portant points developed in “Tell All”: 
volume! In the first five years, additional ¢ “Make your copy informative!” 


sales aggregated over fifteen millions of “Make your sales story complete!” “Tell 
dollars! AL” 


“Don't generalize: get down to cases!” 


Case History Vo. b 


“Sell the applications that you can best 


\ medium-sized company proposed to start handle!” 
- « . 


rg aggressively advertising a staple article. 


“Give the reader some idea of prices. or 


















They checked on where they stood in the costs!” 


field before they began... and then again 


; a ' “Don't be afraid of long copy!” 
after a year of advertising. You guessed it 


“Get attention with headlines... but 


their position jumped from FIFTH make them work for you, too!” 


lace before the campaign to FIRST place eer e 5a ; wt 

aur ampaign to FIR as * “Forget about ‘glamour’ in business paper 2 he 

. ‘ foie 

at the end of the vear! advertising!” tes 
Case History No. 3 * “Aim it only at those particular readers 
TT , tal; , who can have an actual working interest 

be actors: Swo Ruge Grd-ame Companics in your product or service. Don’t try to 

selling the same products to consumers. cover the world!” 1 
decide to sell to industry. Same size selling °“Hitch technical features and applica- 


and engineering staffs. Company A used tions to the reader's problems and in- 
a TELL ALL” copy in business papers . . terests. 
ae Company B didn’t use any business papers. * “Make your advertising USEFUL!” 





What happened? Company A sold industry ¢ “Invite action! Put a ‘hook’ in it!” 
at a substantial profit: Company B at a * “Give a bigger chunk of the sales job to 
substantial loss. your business paper advertising!” 


Send the coupon, write, wire or phone 
now for your free copy. 






atl 
WE'RE LEARNING, TOO! ; ih UN =i \ To Get Your FR 


ess Papers 












We believe that the “TELL ALL” In short, we know no magic Associate ed Busin 
principle will work as wellin media formula for successful advertising, The sington Avenue " 65-4755 
»rromotion as it willin selling goods. but we believe in the principles ' 369 Le 24 Phone: CAledon! 
BS This is the first of A.B.P os series that we have observed wherever | Room ask City : gambling 
of advertisements devoted to the — business paper advertising proved \ New obligation: br setting ° 
Se “TELL ALL” subject. We know to be successful. If we have failed as there 'S ¢” cha st fe copy 
pl that we will learn how to use what _ to tell all you want to know in this | As eas Soe P TELL ALL. Ss 
ee we're talking about as we go along advertisement, just ask us, and _ & Pa ide 9 of wo t 
+e that the next A.B.P. ad will) we'll do our best to answer any 1 SU CUCOeCC(C:«:i‘«éi Ck ad 
- TELL ALL in a better way than questions. Your asking will help us 
this one. make our next ad tell more. : Name 
| Position 
\ 


Compory 


THE ASSOCIATED BUSINESS PAPERS | ~ 
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Selling Customer's Market 


others like them are a contribution by 


[CONTINUED FROM Paci! 


Link-Belt to the great machinery man- 


ufacturing industries which it has 


served for so many years. 


Just as a reminder of the sort of 


copy which can build good will for 
the customer, here is one of the Link- 
Belt ads, headed, “After all, 


is a good thing”: 


machinery 


One thing sure, the world of today 
wasn't made by hand it was made } 
nachine? It we had fought this thing 


it just with our hands, the 


ive licked us long ag 
In the beginning the only animal in tl 


ne 
nough to seize and 


jungle who had sense ¢ 

to use the materials and forces around 
im was Man And with this one slight 
lore he has turr ed the rest of them into 
ical for his table, leather tor his teet, 
ind circuses for his amusement 


It pays to think! It pays to invent 


It I iys to seek the newer and better way! 
Don't ever do anything with your ow: 
two hands that ve u can do better with 
BRAIN! 
. ‘ 

We hear a lot thes« days about the evils 
yf nechanizatior Some say machines 
t Ww people out of work that, be 

use of machines, millions are unen 
ployed that we are being ground to 
leath by the Frankenstein monster of steel 
which we, ourselves have built 


If this is true, then we ought to 


our sledge hammers and sm: 


chinery to pieces 


But before we wreck it, let’s look at 
the tacts is or 15 tt machiner i good 

Ing 
The jot ot n icl inery 1s t eT j drudg 
ery, and it’s making headway par 
where there is 


anywhere el in the 


Be | 
, , 
vorld. If you doubt it, just take a trip 
» Europe Machinerv does not enslave 
it emancipates' It doesn't empty 
pty 
ckKets ind tomachs ar d hearts it 
them! 
It reieases womer it s apsuds if d 
: ' 
vasht ind f ikes bette sweethe irts 
te dauche wy 
f ‘ wive ing thers out 
' 
r the It i lifted < farmer ft a 
/ e and put ( it tor And. as 
the pma t is ¢t t iW how 
‘9 : 
t it i nt le 
thar t lt take t | ill ‘ 
‘ t tf w 1 ¢ Vv 
P 
But anee ¢ mon ei 
\ ( ( ( that these 
nre es lier Dor ' : "dis 
! t Ma ery is 
fted es ‘ t etter jol They 
‘ will t ! I « ll g 
, , ‘ ] te , at rye 
‘ vh ] 1 we 14 p 
j : 
i } ‘ y i i te 
| ] 
Veeck i I X \ I ‘ 
I t t t 
" 
, é ; +! ter , 
‘ : 
k . daviia , 
( LEISURE 
I t ta thing? 
Wit : Id 
i ‘ ‘ ‘ } ™ ‘ 
s \ 
‘ WV it t < t NM d 
> ‘ ] , eV “ > < , ‘ 
k W +f , ette ; or 


| 


nes and live modern, 


} ' 


have modern 
full-lunged lives 

This means that without better goods 
for less monev there could be no mass 
markets meaning no mass employ 


ment meaning PERMANENT DE- 
PRESSION! Would we like to see THAT 
happen? 

No 


ole 
It is the best of 


machinery is NOT a bad thing! 
made GOOD things! 


man 
: 7 * 


The United States Steel Corporation 
has done a large-scale job of building 
public appreciation of its customers, 
mainly the railroads, utilities, builders 
and other large users of its products. 
Though the corporation sells nothing 


directly to the public, it knows that | 


only as the railroads build their freight 
and passenger revenues can they buy 
a maximum tonnage of steel. Hence 
what helps them helps the company, 
and justifies the substantial expendi- 


tures which it is making in advertising 


addressed not specifically to industry 


but rather to the customers of in- 
dustry. 

Westinghouse and General Electric 
are likewise among the pioneers in this 
interesting and important type of ad- 
vertising, the creation of a better un- 
derstanding of business and industry 
on the part of the general public. 
Hence included in the advertising pro- 
grams of great companies like these 
are advertisements built to interest the 
public and those who create public 
opinion by explaining how industry 
functions, and how it has contributed 
to higher living standards and a 
healthier and happier life for all the 
people. 

In these days when the fundamental 
conception of America and its enter- 
prises is being attacked by those who 
believe in a different industrial order, 
this kind of advertising serves a social 
and economic purpose of major import. 
And it certainly builds good will with 


customers. 


Livermore & Knight Appointed 


Henry G. Thompson & Son Company, 
New Haven, Conn., manufacturer of Mil 
ford metal cutting saw blades, has placed 
its advertising account with Livermore & 
Knight Company, Providence. George H 
Peet is account executive 


Quincy Promotes Lehr 


. , , , 
R Lehr who is served assistant 
sales manager of the Quincy Compressor 
' +" ’ 
( y, Quincy, | since 1933, has 
| 

et i ted il¢ i ve hiling the 
‘ eft \ , b the es nat ’ ot 


1. T. Conder. 
Hy-Test to Westheimer 
The Hy-Test Safety Shoe advertising 
he Peters Branch of Interna 


: 
has been 


pany, St 


int 
ount of the 


nal Shoe Company. St Louis. 


placed with Westheimer & Com 


} 
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TESTED ADVERTISING, TOO 


The records of many years, 66 
to be exact, contain plentiful 


evidence of Electrical World’s 


ability to deliver for the advertiser. Tested Performance also 


permits us to say, unhesitatingly, that any company which 


backs a good product with persuasive, informative advertising 


in Electrical World will get satisfying results. 


Here’s the “report’’ of two more consis- 
tent Electrical World advertisers .... . 


BREWER-TITCHENER CORPORATION of Cortland, N. Y., pre- 
sents a most interesting case history. Long and well 
established in other fields, B-T several years ago 
came into the electrical industry with a newly devel- 
oped line of drop forged transmission hardware. The 
first year a cautious “feeler” campaign appeared in 
Electrical World. Then B-T hit out confidently with 
a program of real power and impressiveness. 


Now read the comment of W. A. Bruce, Advertis- 
ing Manager: “Judge the following results for your- 


self. In a recent graph of our sales I was astonished - 


to find out how religiously the sales follow the adver- 
tising appropriation. Four years after starting our 
advertising campaign in Electrical World our sales 
figure was exactly 40 times greater than before we 
started this campaign. Eight years later it was al- 
most 80 times greater and this in spite of the fact 
that, nationally, the general purchase of this mate- 
rial was going down rather than up. 


“I will admit that we had a new product and a su- 
Perior one, and I will also admit that we introduced 
many new items during this campaign, but I do not 
feel that you can laugh off the fact that we distrib- 
uted 3,000 catalogs the year that we stressed these 
Catalogs in our copy, when previously we had only 
been able to send out 1,000 of them in the three years 
that we did not stress it in the copy.” 





BUSSMANN MFG. COMPANY of St. Louis has spent a quar- 
ter of a century specializing in the making of fuses, 
all the while advertising them consistently and well. 
Small wonder Bussmann enjoys such a fine standing 
in the industry. H. von P. Thomas, Merchandising 
Manager, says a lot in two sentences: “We have car- 
ried a consistent advertising campaign in Electrical 
World because we believe that Electrical World 
supplies us with an audience we want to reach with 
messages on Buss Superlag fuses. More than that, 
we feel that because of Electrical World’s consis- 
tently good editorial policy this audience is inter- 
ested in reading Electrical World and incidentally 
the advertising that the paper carries.” 


© Electrical men read 
Electrical World for the 
help it gives them in their 
work. Advertisements 
written to help these men 
in their work get a read 
ing that helps get action. 


ELECTRICAL WORLD 


Serving a Huge and Ever-Growing Market 


A McGraw-Hill Publication, 330 W. 42 St., N.Y.C. 


No. 5 of a series of factual messages designed to demonstrate 
that GOOD ADVERTISING in a leading business publication will 
invariably produce worth-while sales results 
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ADVERTISING VOLUME FOR JANUARY ISSUES OF 
TRADE AND CLASS PAPERS 


noted, all publications are monthlies, and have 
tandard 7x10-inch type page 
Pages Pages 
Industrial Group 1940 1939 1940 1939 
\ero Digest .. S*105 9°95 Power Plant Engineering. 74 85 
Air Condition & Retriger Practical Builder (10! 2x15) 7 6 
ition News (w) (114x16) §f58 §f42 yy... Peers “eo 62 65 
American Builder & Buildis Product Engineering s 79 62 
A 63 48 Products Finishing (42x82) 31 23 
Am Machi ( ) S313 $253 Purchasing ..... : aie & 56 32 
Ar tectural | 56 49 Railway Age (w)........- §210 §178 
Arcl ect al Re 55 5] Railway Purchases w& Stores. SY SU 
Aut t | } (t vv) 71 62 Refiner eg Natur il Gasolir ¢ 
Aviat 58 44 Manutacturer 66 67 
Bake Helper ( v) 101 LO Roads & Streets se $79 43 
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Business Advertising The greatest advance was made in 
Jumps in January the industrial division which reported 
@ OFF to a good start for the new a gain of 11.3 per cent over the ini- 
vear, advertising in business papers tial month of 1939. 
tor Janu iry was up 9.2 per cent over The trade or deale: paper div is1on 


ssues a year ago 
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also joined the upward trend 


with an 





advance amounting to three per cent. 

The class group, which has been the 
weakest division for some time so far 
as being able to beat its previous year’s 
record, made the second best gain of 
the three groups with its report of a 
§.8 per cent gain. 

In the tabulation in the January 1s- 
sue, figures for Railway Age and Ma- 
rine Engineering and Shipping Revieu 
were interchanged and should have 
read as follows: Railway Age, Decem- 
ber, 1939, 174 (pages); December, 
1938, 138 (both years, five issues) ; 
total for the year, 1939, 1,832; 1938, 
1.836. Marine Engineering and Ship- 
ping Review, 1939, 56: 
1938, 52; total for the year, 1939, 
789; 1938, 626. 


December, 


Eastman Extends 


Research Work 
R. O 


cialist who during the last 


Eastman, leading research spé¢ 
year and a hal 


has done extensive editorial research work 


exclusively for McGraw-Hill Publishing 


Company, has formed an independent or 
ganization for this type of work under 
his own name and will make his services 


’ 1 1 
ivailable to all publishers and advertisers 


Mr. Eastman will specialize in editoria 
research, readership an j 


ilySISs ind analysis 


of advertising performance 





First Rule For Salesmen 
And Advertising Too! 











Smart salesmen to Industry 
know that today the “purchas- 
ing agent” is a major Execu- 
tive! That he alone specifies 
brands on hundreds of indus- 
try’s purchases — even switch- 
ing specified brands. 

That's 


tisers to 


smart adver- 
Industry 
“Purchasing,” the Purchasing 
Executives’ only 
Y ou 
full details. Address Conover- 
Mast Corp., 205 East 42nd St., 
New York City: North 


Michigan Ave., Chicago. 


why 
are using 


national 


magazine. should have 


9° 
00 


PURCHASING 


Read By The Men Whose Job Is BUYING 
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J. T. ASHTON, Chief Engineer, Oliver Farm 


Equipment Co., made the above statement in his letter 
to PRODUCT ENGINEERING. And he further tells 
why he reads the advertising: 

“We believe that it is not only important for en- 
gineers today to keep up-to-date in their profession, 
but that they keep informed as to where new parts, 
materials, etc.. may be secured. Advertisements in 
PRODUCT ENGINEERING are an important source 
for this information.” 


Mr. Ashton’s letter is one of hundreds in our files 


PRODUCT ENGINEERING 





all describing reader interest in the advertising pages. 
These letters tell the reasons for PRODUCT ENGI- 
NEERING’S long record of results for its advertisers 
... results similar to those for the Peck Spring Co. 

The Peck Spring Co. is a veteran advertiser in 
PRODUCT ENGINEERING. And during the last 
several years, they have written us of results not once 
— but twice. 

For any manufacturer of parts, materials or fin- 
ishes, PRODUCT ENGINEERING can help, just as 
effectively, to get business. 





330 WEST 42nd STREET, NEW YORK, N.Y. 






INDUSTRY’S BIGGEST BUYERS LOOK FOR YOUR ADVERTISING 















COUNSEL 






AN 


ask us how to increase your sales and profits. 


RESEARCH 


reasonable pri eS 


DEVELOPMENT 





> SALES 








The most complete and competent seri ice of its kind 


Advertising Research 


Product Research 


Industrial Research 


Management Counsel! 


Price Research 


Merchandising Research 


Sales Promotion Research 


Marketing Research 


Marketing Counsel 


Sales Research 


Distribution Research 


Sales Counsel 


by 1. Eo H eick 


he Technique of Building a Market 


of sé 


20 w. jackson ARTHUR C. WEICK COMPANY 


W rite for your copy 


CHICAGO, ILL. 





ROBLEMS 
IN INDUSTRIAL MARKETING 





By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Stop Advertising 
When Plant Is Busy? 


Our company happens to be in an 
over-sold position and management has 
practically eliminated the advertising 
appropriation. 

While it is true we are busy on a 
number of internal jobs, still our ad- 
vertising is so badly reduced through 
curtailments in business magazine ad- 
vertising, etc., that 1 am a bit wor- 
ried. What is considered good prac- 
tice along this line? 

ADVERTISING MANAGER 

It is true that a number of success- 
ful companies have followed the policy 
of drastically reducing their advertis- 
ing when they are running to capacity. 
Others continue or increase their ad- 
vertising during these periods and cut 
their advertising during periods of in- 
activity. 

We consider both to be wrong. All 
case studies of advertising teach the 
necessity for continuous effort rather 
than Condi- 
tions are changing so rapidly that 
about the time your advertising is can- 
celled, it is time to begin again be- 


spasmodic campaigns. 


cause the company will be needing 
business. 

When in an over-sold condition, one 
advertising manager changes his ad- 
vertising from that designed to get 
immediate inquiries and orders to the 
type of advertising that will prove 
profitable from a long range stand- 
point, 

A splendid movie might be prepared 
that would live over a period of years. 
A company institutional booklet might 
be completed. Additional markets 
might be investigated and campaigns 
begun with a two or three year ob- 
jective in mind. There are plenty of 
reasons for continuous effort if man- 
agement has enough imagination to 


carry on. 


Who Is the Real 
Buying Influence? 


We are rather confused im trying fo 
secure an accurate picture of the buy- 


ing influence of different executives in 
industry. Do you know of any really 
neutral report along this line? 


ADVERTISING MANAGER 


A number of very good studies have 
been made as to the buying influence 
of various executives in industry, 
though each one has been developed 
from the particular angle of those in- 
terested. 

For instance, one is on power, and 
one is on general industrial buying, 
etc. No doubt 
himself is approached, he tends to over- 
estimate his influence in the average 


when the executive 


industrial purchase. 

We believe that about the only real- 
ly true picture might be secured from 
contacting a general executive not car- 
ing to take particular credit for his 
influence but who could sit back and 
give you the relative influences of his 
various sub-executives as he author- 
izes them to participate in the buying 


picture. 


Business Publication 
Improvement 


We are small space advertisers and 
seem to have a growing difficulty get- 
ting our advertisements into places 
where there will be good likelihood of 
their being seen. General management 
agrees with our position in the matter 
and may either urge increased space or 
cancel altogether if we do not seem 
to do better. Havé you any comment 
on this situation? 

ADVERTISING MANAGER 


An advertiser using small space al- 
ways will have a problem of visibility. 
However, from our recent study of 
business magazines, we believe most of 
them are coming to a more open style, 
carrying advertising through the book, 
which gives the small advertiser a bet 
ter break. 

There is a slight reaction to this at 
the moment, but we believe visibility 
for the small advertisement will con 
tinue to improve. Business magazines 
are having so much competition for 
time with the radio, movies, automo 
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Yours 
or the 


The 


Asking 


Construction of hospital additions, and modernization of buildings, 
furnishings, equipment and methods in 1940 will provide a market of 
tremendous importance to manufacturers whose products are applic- 


able to the hospital field. 


This is revealed by a questionnaire addressed recently by Hospital 
Management to the hospitals of the United States and Canada, asking 
for an indication of improvements planned for 1940, together with 


their estimated cost. 


A summary of the replies has now been prepared. If you would like 


to see a copy, we shall be glad to send it to you. 


Hospitals offer an immense and concentrated—AND ACTIVE— 
market for almost everything you can think of . . . building materials, 
equipment and supplies . . . furniture and furnishings . . . food service 
equipment . . . laundry equipment and supplies . . . and of course the 


multitude of maintenance equipment and supplies. 


In addition, occupancy is going up steadily, and construction is at a 
high level. Sales opportunities in this vast field are better now than 


they have been in a decade. 


Prove it yourself! Write today for your copy of the recent survey 


summary. It is yours for the asking! 


only ABC-ABP publication in the field. 


330 W. 42nd ST., NEW YORK 100 E. OHIO ST., CHICAGO 
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ACTS THE PAPER 


AND PULP MARKET 


Through these two 
SPECIALIZED MEDIUMS 








@ Quality concentrated circula- 
tion plus definite penetration 
through acknowledged reader 
interest, assure economical sell- 
ing to the $721,101,000 Paper 
and Pulp Mill Market. 





Monthly messages in The Paper 
Industry and Paper World, rein- 
forced by effective catalogue 
presentation in the Paper and 
Pulp Mill Catalogue, 
make a perfect com- 
bination for advertis- 
ing results. May we 
submit all the facts 
and figures? 


PUBLICATIONS, INC. 









59 EAST VAN BUREN STREET, CHICAGO, ILL. 





OVER 
10,000 
MONTHLY 
CIRCULATION 


Hitchcock Publishing Co. 








Chicago, Il. 


$06 S. Dearborn St., 
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A Few More 1940 Calendars 


@ HERE are a few noteworthy 
which arrived 


industrial calendars 
too late to be included in the An- 
nual Calendar Review last month. 
At the left is the C. F. Pease Com- 
pany calendar done in brown and 
accentuates the fact 


blue, which 


that blue prints and brown line 


prints are made on Pease equip- 


ment. It was issued in 


ber and the first date sheet carried 


the month of December to get 


ahead of the rush. 


tie together Pease installations and 


the products which various com- 


panies have built from blue prints 


made on the company’s equipment. 
Commercial Advertising 
Inc., developed the idea. 


The Allis-Chalmers twelve-shcet 


is a special edition for the Tractor 


Division. To get something new 
and attractive full-color paintings 
in water color were used, blending 
into a soft flat color background. 


The equipment is treated in a semi- 


biles, etc., that their management are 
giving a great deal of time and con- 
sideration to improvements of every 
kind; fewer words, better illustrations, 


open layout, etc. 


Extension of C.O.D. 
Mailing Feature 


We have been using business reply 
cards and business reply envelopes for 
some time. Our company, however, 
believes that we waste money in send- 
ing these to our customers and pro- 
spective customers. 

Have you any information that will 
prove helpful in solving our problem? 

SaLes PROMOTION MANAGER 

We naturally cannot tell whether 
the business reply card and envelope 
has been worth while for your com- 
pany. However, we believe the trend 
is for a greater use of this feature. 

In fact, the Post Office Department 


Novem- 


Illustrations 


Agency, 


poster, semi-realistic technique. The 
job was produced by the Adver- 
tising Art Studios, Milwaukee; art- 
ist Ferd Wagner did the painting. 

Thirteen natural color photo- 
graphs feature the Koppers calen- 
dar, which was handled by its 
agency, Ketchum, Macleod & 
Grove, Inc., Pittsburgh. The de- 
mand for them was so great that 
the supply was exhausted too soon. 

American Chain & Cable Com- 
pany, Inc., has issued the small 
conservative calendar shown below 
the Koppers job for more than 
twenty-five years and has found a 
good reception for it because of 
its plainness. 

A striking plantation scene dom- 
inates the top panel of the United 
States Rubber Company calendar. 
Other illustrations interspersed in 
the date pad show views of the 
company’s new office building, fac- 


tories and laboratories. 


has extended the privilege to include 
advertisements in magazines and news- 
papers. These may carry the 
printed address of the advertiser on a 
coupon or otherwise, which can be 
clipped by the reader and pasted on a 
post card or envelope and mailed with- 


now 


out postage. 

A guarantee that postage will be 
paid by the sendee must be carried 
with the published address. 

We have not seen actual examples 
of this extended privilege, but no 
doubt it will be used extensively as 
the privilege is granted at the request 
of different companies. 





Tyson Joins Father 

Irwin W. Tyson is now associated with 
his father O. S. Tyson, president, O. S 
Tyson and Company, Inc., New York 
agency. The younger Tyson is a graduate 
of Cornell University and was on the edi 
torial board of the “Cornell Daily Sun.” 
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[CONTINUED FROM PaGE 31] 


Management Expects 


policies of the company. It looks to 
advertising not only to express these 
policies to the potential customers but 
also to the men at the bench, the sales- 
men in the field, the workers in the 
office and the people who live in the 
towns or cities where your business is 
located. 

In considering what management 
expects from advertising, let us also 
get back to fundamentals. Sometimes 
both management and advertising get 
away from The one 
thought that I would like to leave 


fundamentals. 


with you is the value of backing off 
and looking at your job with the same 
fresh viewpoint that you would have 
if you were beginning to organize a 
new advertising department in your 
company. 

So, in concluding, | will answer the 
question, “What Management expects 
from Industrial Advertising,” with the 
same statement with which I started, 
namely, “More sales, either today or 
tomorrow.” 

I feel strongly that industrial ad- 
vertising and the industrial advertising 
manager have opportunities that have 
not as yet with few exceptions been 
fully realized. 
growing 


Industrial marketing is 


more and more important. Advertis- 
ing can and should be made stronger 
sales 


and stronger in this increased 


work. The advertising manager—in- 
stead of being a minor executive who 
wrote form letters and bought a little 
printing—will develop so that he will 
have a stronger voice in the policies 
of the company. 

No position offers better opportu- 
nity for growth along important ex- 
ecutive lines. The competent adver- 
tising manager knows the product, 
appreciates the sales problems, is sensi- 
tive to the changing demands of the 
customer, and has a broad gauge con- 
ception of the entire business. Adver- 
tising managers, as a group, will, as I 
have said, show steady progress. Where 
he will go as an individual, depends on 


his vision, capacity, and his energy. 


[CONTINUED FROM PaGE 38] 


Letters 


ind convenience of arrangement than 
to advertising prominence. 
We believe that many calendars are 


ilmost completely wasted due to eager- 


ness of the advertiser to splash his 
name and product over ninety per cent 
of the area and leave but about ten 
per cent for the actual calendar por- 
tion, which is, after all, the portion 
which most interests the prospective 
user. 
C. A. REINCKE, 
Secretary, Reincke, Ellis, Younggreen 
& Finn, Chicago. 
Hazard Gets Bantam 
The Bantam’ Bearings Corporation, 
South Bend, Ind., has appointed the Haz- 


ard Advertising Corporation, New York, 
to handle its advertising 


. 


Armco Radio, $68,406 

American Rolling Mill Company, Mid 
dletown, O., spent $68,406 for NBC net 
work facilities in 1939, according to a re 
port of the National Broadcasting Com- 
pany. It was the only industrial advertiser 
to use space on that network last year 


Yates Leaves Dodge 

Richard Yates, consultant for several 
years for the F. W. Dodge Corporation 
on both Sweet's Industrial and Architec 
tural Catalogs, has resigned to start his 
own business in Chicago. Mr. Yates will 
conduct a special service organization, de 
voted exclusively to the design, promo 
tion and distribution of industrial cata 
logs, sales and operating manuals, and the 
drafting and compilation of specifications 
on industrial products 


os 7 : : 1e)) 
You'll Find It in MACRAE’s 
is what industrial buying executives 
have been saying for years. 


@ As improved and new features 
of MacRae’s BLUE BOOK have 
been added during nearly fifty 
years of its service, thousands upon 
thousands more of the industrial 
buying executives have become its 
constant users. Therefore it follows 
that its value to advertisers, meas- 
ured by salable inquiries, grows 
year after year. A few typical ex- 
amples are shown here. 


The 1940-41 MacRae’s BLUE BOOK 
now being compiled offers even 
greater opportunity to industrial ad- 
vertisers to secure “live” inquiries 
at a minimum investment. 
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Americas Great 
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Electrical Equipment — 
“Inquiries we receive justify 
that expenditure.” 


Industrial Trucks — 
“Amazed at quality of in- 
quiries and business result- 
ing. 


Screw Machine Products 
—"So highly pleased with 
results we are doubling our 


space.” 
+ 


Protective Garments — 
“MacRae’s has always pulled 
more inquiries for us.” 











4070 
GREATER 


CIRCULATION 
THAN ANY 
SIMILAR 
VOLUME 


Mac RAE'S 


Blue Book 


18 E. Huron St., Chicago 





The Finest 


Industrial Guide Ever Published 
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DON’T WORRY so much 
about “RAINY DAYS” 


FQ 


ADVERBISING 


Will give you ample protection 
against “Stormy Weather.” 
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Write for 1 | Our rate 

free market | card shows 
\ a big ratio 


survey for \\ 
your 


products 


v 


of readers 
to dollars of 
advertising 


PIT and QUARRY 


907 Rand McNally Building, Chicago 











Are you reaching only the plants on 


THE MAIN HIGHWAYS 


or the WHOLE Industrial Market 


Industrial Power goes wherever the mail 
goes—and a good plant is located 
whether on highway or byway, because 
it is independent of subscription sales 
men’s activities. Industrial Power's con 
trolled circulation—greater than the com 
bined circulation of any other two papers 
in the field—is scientifically maintained 
with reliable criteria as to size and finan 
cial responsibility . . . not with a road map. 
Covering more than 40,000 Plants every 
month with more than 100,000 readers 
and with the lowest cost per thousand 
advertising rate of any paper in its field 
Industrial Power deserves first place on 


your 1940 program. Make sure that it is. 


THE MOST EFFECTIVE COMBINATION 
FOR AOVERTISING RESULTS ~ 


ADEQUATE SELECTIVE CIRCULATION - 
THOROUGH READERSHIP 


INDUSTRIAL POWER 


, agazme All Industry keads 


(he ocket- size 
" “ SEPH MICHIGAN 

















What local chapters of the 
Advertisers Association are doing and thinking about 





N. LA. A. News 


National Industrial 





Boyer Elected President 
St. Louis Chapter 


The following new officers of the In 
dustrial Advertising Council, St. Louis, 
were elected at its February meeting 
President, Clifford F. Boyer, Kwick-Kut 
Mfg. Company, Inc.; Vice-president, An- 
thony Neher, Century Electric Company; 
Secretary-treasurer, Charles W. Bolan, 
Carter Carburetor Corporation; Governors 
(1940) C. F. Kistenmacher, J. R. Kear 
ney Corporation; Wm. Nekola, Barry 
Wehmiller Machinery Company; George 
C. Sears, McGraw-Hill Publishing Com 
pany; J. W. Smothers, Lincoln Engineer 
ing Company; Governors (1940-41): O 
R. French, Oakleigh R. French & Asso 
ciates; Schell L. Furry, National Typeset- 
ting Company; E. E. Kromnacher, Arthur 
R. Mogge, Inc.; C. D. Hanyon, Whitaker 


Ruehl Engraving Company; H. von P 


Thomas, Bussmann Mfg Company 
Honorary Governor, Carl B. Dietrich, 
Wagner Electric Corporation (past presi 
dent) 


Mercer Elected 
Secretary at Detroit 


C. C. Mercer, sales promotion mana 
ger, Ex-Cell-O Corporation, Detroit, has 


} 
y-treasurer, Industrial 


been « ected secretar 
Marketers of Detroit, filling the vacancy 
due to removal to Atlanta by John H 
Ashburne, Nash-Kelvinator Corporatio1 


Collins Elected Director 
William H. Collins, assistant advertis 


Stan Knisely Receives 
Token From Cleveland 


Industrial Marketers of Cleveland de- 
voted a good portion of its January meet 
ing to the presentation of a token of 
esteem and appreciation to Stanley 
Knisely, former president of the chapter 
and past president of the N.LA.A. I 
effect, the meeting was a farewell party, 
a demonstration of affection and high re 
gard that had been intended for a mucl 
earlier date, but postponed due to Mr 
Knisely’s inability to attend because of 
illness. Mr. Knisely is now the proud 
possessor of a brand new wrist watch 


Issues Circulation Study 
of U. S. Papers in Canada 


Believing that members of the N.LA.A. 
in the United States with no distributior 
of their products in Canada would be it 
terested in knowing of the extent of the 
Canadian waste circulation of Americar 
business papers in areas from which they 
can expect no business, and that Ameri- 
can companies with Canadian branches or 
with well established distributors in Car 
ida may welcome general information as 
to the quantity of Canadian circulation, 
as well as the classification of the type « 
readers to whom the publications are be 
ing mailed, the Technical Advertisers 
Association of Montreal has published 
comprehensive report on Canadian circ 
lation of trade, technical and business pub 
lications published in the United States 

The report is comprised of three se 
tions. Section 1 consists of lists of Amet 
ican publications by groups pertaining 
ninety-nine different industrial or tradi 
lassifications, showing the total circul 


tion of each publication in Canada, 





Scene at the speakers’ table when Charles McDonough, president, National Industrial Adve 
tisers Association, and Stanley A. Knisely, executive vice-president, Associated Business Paper 


Inc., spoke to the Industrial Marketers of New Jersey last month. Left to right: Harry 


nw 


Carroll, Hyatt Bearings Division, General Motors Seles Corporation; H. V. Mercread 
Magnus Chemical Company; Charles McDonough; Richard S. Hayes, The Okonite Compar 
and president New Jersey chapter; Mr. Knisely; and Schuyler Hopper, Adv. Mgr., A.B 
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indicating its frequency, subscription price 
and other data, and covers all American 
publications having in Canada circulations 
from one copv, up 

Basing its returns from questionnaires 
sent to the publishers of the magazines 
listed in the first section, the second sec- 
tion lists 136 publications from which 
complete replies were received, with the 
circulation in each Canadian province 
shown, and the personnel classifications of 
recipients or subscribers indicated in de 
tail. The third section is devoted to an 
index, permitting ready reference to gen 
eral or detailed information on any of 
the publications included 

The report is being made available free 
to members of the N.I.A.A. and to non 


members at a price of $1.00 


Gives Seven Steps 
To Making an Ad 


Using as his subject “Copy” in talking 
to the Industrial Marketers of Northern 
California, last month, Mel Wank, Wank 
& Wank. San Francisco agency, listed 
seven steps necessary in making up an 
advertisement 

1. Determine the specific objectives of 
the advertising 


2. Determine and analyze the markets 


to be reached 
3. Acquire omplete understanding of 


the product from the customers vieu 


4. Select the medium or media to be 


used: 

5. Prepare the copy (“Copy,” as used 
here, includes the relationship between 
text and layout) 


6. Coérdinate the advertising and sales 
ictivities 

7. Improve the copy through checking 
results 

After Mr. Wank concluded his talk, 
Gordon Monfort, advertising depart 
ment, Caterpillar Tractor Company, San 
Leandro, Calif., discussed his rules for 
preparing copy, stating that Caterpillar 
copy was based on actual operation stories 
from owners and avoidance of the 
word “we : 


Jersey Marketers Hear 
Knisely and McDonough 


Demonstrating that poorly prepared 
ypy makes a considerable amount of busi 
ness paper advertising ineffective, Stanley 
A. Knisely, executive vice president, Asso 
ciated Business Papers Inc., spoke last 
month before the Industrial Marketers of 
New Jersey. With slide films he showed 
1ow “tell all” copy carries the punch 
which makes advertising impressive and 
enumerative, and stressed the point that 
publication advertising should carry the 
dentical message the salesman uses in his 
resentation. 
Mr. Knisely further showed with the use 
f slides how he was able to obtain a de 
red appropriation for advertising from a 
rominent steel corporation during a pe- 
rd of declit ing sales by a detailed pres 
ntatior f the advantages which would 
crue 
Charles McDonough, advertising mana 
er, Combustion Engineering Corporation, 
New York, and president of the N.1.A.A., 
x<plained how the association is a con 
int irce of benefit to advertising men 
uugh keeping them in close touch with 
constantly changing problems of in 
strial marketing and aiding in their solu 
His subject was “What the Na- 
nal Industrial Advertisers Association 
feans to Industrial Advertising Men.” 


New England Told About 
Catalog Preparation 


A catalog should be so arranged as to 
provide a clear and orderly presentation 
of the product to the user and prospect 
and its purpose should be to supply de- 
tailed information, thus making it easier 
for the prospect to buy, stated D. M 
Davidson, advertising manager, Fafnir 
Bearing Company, before the round-table 
meeting last month of the Industrial Ad- 
vertising and Marketing Council, Water- 
bury, Conn Other phases on catalog 
preparation discussed were: Material 
gathering and presentation; arrangement 
of text and illustrations; style of copy that 
should be used, whether descriptive, tech- 
nical, or sales; mechanical details such as 


size, number of pages and binding; and 


distribution methods. Arrangement of the 
material in the catalog as a means of help 
ing the buyer to easily find vital infor 
mation concerning the product was dis 
cussed at great length 


Editors Discuss Publicity 
At Toronto Chapter 


The ideal publicity release would not 
only have news value and contain the 
type of information of interest to the 
readers of the particular publication to 
which it is sent, but also would be free 
of self-advertising and would be written 
in the same style as the publication and 
better than the editor himself could write 
it, asserted L. E. Westman, Westman 
Publications, Canada, in talking to the In- 





A.S.M.E. MECHANICAL CATALOG 


AND DIRECTORY 


Provides Not Only 
DISTINCTLY DIFFERENT 
DISTRIBUTION 
BUT ALSO TAPS 
MANY IMPORTANT BUYING SOURCES 








The Complete Directory of Manufacturers 
Now Included Makes for Constant Use 





very influential one. 


The A.S.M.E. MECHANICAL 
CATALOG AND DIRECTORY 
is distributed to 15,000 engineers. 

These men belong to the executive and 
managerial class and are engaged in pro- 
duction, designing, specification and consult- 
ing work with keen interest in all equipment 
required in industry. The association of these 
engineers with the activities of the A.S.M.E. 
makes them not only an interested audience but also a 


It is important to remember that the A.S.M.E. Catalog is 
confined to the mechanical field, eliminating waste distribu- 
tion, and is not duplicated by any other reference catalog. 


We welcome single pages if you feel this space best suits your requirements—Rate $225. 


1941 EDITION NOW BEING COMPILED 


To have your catalog printed as part of the next issue—address 











THE AMERICAN SOCIETY o MECHANICAL ENGINEERS, 29 W 39°S1. New York 
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Midwest Office: 205 West Wacker Drive, Chicago 
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What 


TRADE PAPERS 
LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 


We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently — 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 








ASK FOR DESCRIPTIVE FOLDER “HUN 
DREDS OF THOUSANDS OF REASONS WHY!” 


McGraw-Hill Publishing Co., Inc. 


330 West 42nd St., New York, N. Y. 
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A little teamwork in action at a recent party of the Industrial Marketers of New Jersey: Sam 
Gold, sales and advertising manager, Lignum-Vitae Mfg. Co., distributing prizes; Miss Little 
doing the drawing of lucky numbers and here passing on to E. A. Phoenix, Johns-Manville, a 
portfolio he won; while F. H. Pinkerton, U. S. Rubber Co., calls out another lucky number 





1940 











btaining publicity; use of all 
papers for political reasons; advantages of 
domestic dishes only; atten 
ceiling beam ads; and in 


news 


demonstrating 
tion value of 





reased use of comparative window dis 
plays Equipment assuring conservation 
f resources usually receives government 
pproval, widespread and re 
moval of import duty need ot 
perfect translatior ot ill literature was 
tressed 
Knisely Pleads for 
Advertising that Sells 

“Advertising is salesmanship in print,” 
Stanley A. Kniselv, executive vice presi 
Je nt, Assoc iated Bu iness Papers, Inc . 
reiterated last month speaking betore the 


Industrial Marketers of Cl 
‘Quit Foolin’ Witl Your 


] »hn E Kenr edy, whom Mr 


leveland on 
Advertising.’ 


Knisely con 


siders the tather of the modern concept ol 
idvertisit holds that it is better to spend 
dollar to make a sale tl spend tw 
lollars to make two halt sale s The ad 
ertiser, Mr. Knisely continued, must have 
truly basic conception of copy—the 
S¢ € advertising We must con 
ince the ré ider : he isserted., “that it 1 
» his interest to buy goods, rather than 
our own interest to sell to him.” 
“Why advertise to people who cant 
possibly be interested in your product?” 
Mr. Knisely asked, stating that the ques 
tion infers I re areful selectior ot media 
carry the industrial advertising messag 
It is not necessary to make your adver 
ement interesting t the bystar der he 
leclared * Advertise the goods not the 
ivertisement Advertising is to promote 
€ sale FOOC il i n thing else.” 


In general Mr. Knisely contended that 


e weak thing in advertising is the copy 


Do we tell the reader al he wants to 
N Dol the p d t | e guestioned ? 

7 | 1 
Tell all, ike it I ete e advised. Be 
: ] t ‘ " “Tr ol 
pecihc idvertise a specific product Tell 


w and why, mention all the user bene 


advertisement 


it everybody will read Be sincere It 
writing to technical men, give data. Don't 
afraid to tell the price Remember 


a Mmdadss 


produce 


are addressing a parade, not 
eeting Don't be satisfied to 
erely publicity Advertising is 
ods. Take fifty times the ordinary time, 


1 finally get a piece 


1] 
to sell 


and fina 
right, Mr. Knisely 


Some reasons for ineffectual 


cessary to write 
ady ised, 


advertising 


luded by Mr. Knisely were (1) 
thargic top management. It’s tough for 
y advertising manager to turn in a good 
) in the face of antagonistic executive 
nagement (2) The advertising mana 

all toc yiten is too clos ely tied to his 
sk d vesn t get out i te he field and 
1 out what his company’s product does, 


s supposed to do—doesn’t provide him- 
and his agency with enough case his 
(3) The advertising agency may be 
strung by management or the adver 

ng manager himself, due to insufficient 
rmation being supplied around which 
write copy If the agency can't get 
rmation, the case histories, the ex 

ce with the client’s line, how can 
tlective copy be expected? (4) Another 
ifacturer who makes it tough for both 
idvertising manager and the agency is 


oncern that does not expect anything 


advertising inyway at least, no 
than a bit of publicity and prestige 
ing (5) Another industrial adver 
who probably will get very little out 


Dusiness paper advertising is the cor 
that expects only results in propor-- 
to the comparatively low cost of busi- 


yaper space 
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Gebhart and Beard 
on Philadelphia Program 


Telling m 
tising hits int 
ind M hat savers should do about it 
development future 
Advertisers’ 
industrial sales man 
Inc., opened 


embers and guests how adver 


» the modern business picture 


as a theme tor 
Eastern Industrial 
Walter H. Gebhart, 
iwer, Henry Disston & Sons, 
up his term as chapter 
January meeting of the E.LA 

The speaker of the evening, David | 
Beard, McGraw-Hill Publishing Company, 
Inc., talked on “Direct Mail in the Lab 
ratory, delivering a message on the use 
mail based on a background of 


resear ch, advertising and selling 


from Me 


of direct 

market 

se a wealth of factual data 
aw-Hill tests 


r. , > + 


meetings, 


president at the 


Chicago Sees Movie, 
Hears About Layouts 


Engineering Advertisers \sociatior 
Chicago, last month had a twin bill pt 
gram featuring a movie and a talk on lay 
vuts. The talkie was Liberty's “lll Tel 
the World” suggested by George E. Sokol 
sky's serial “The American Way of Lite, 
the theme ol whicl de ier 1s tl < sOocla 
ind economic values of advertising 

Don May, in charge of layout for t 
sromotion division of The Chicago Dai 
Neu ‘, gave a chalk talk on the tundamer 
tals of effective advertising layout The 

ction of layout, he explained, its 
gain the attention of the right audiencs 
ind guide the eye logically down throug! 
the ad 





digging tn. 


@ Excavating executives comprise a large group of equip- 
ment buyers who have a common interest in methods and 
equipment because of the similarity of conditions encountered, 
whether the excavating problem is moving dirt for a highway 
or basement or uncovering (stripping) more valuable deposits 
lying near the surface of the ground. Likewise the excavation 
of rock and ore, in general, presents the same problems 
whether in quarry, on construction or in surface mine. 


@ This kinship ot interests in all the excavating industries 
leads to a logical grouping through modern, controlled- 
circulation methods — to a keen reader interest through prac- 
tical editorial presentation of the facts on job-methods and 
performance — to a profitable advertising medium for serving 


the makers of excavating equipment and supplies, 


hauling 


units of all kinds, drills, blasting materials, pumps, compres- 
sors, maintenance machinery of all kinds, and a host of other 
items necessary to carry on these excavating operations. 


@ Excavating Engineer believes that no circulation list is ever 
perfect; that perfection in this endeavor is impossible of achieve- 


ment; 


but that its coverage of this highly exclusive market 


is the finest available and fully worthy of your patronage. 


Ask to see a CCA report or NIAA publisher's statement. 
THE EXCAVATING ENGINEER PUBLISHING CO. 


1014 Monroe Ave. 
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South Milwaukee, Wis. 
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for reaching the water well drilling industry use “The Driller’ 
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TELEPHONE ENGINEER 


Keeps STEP with the 


TELEPHONE INDUSTRY 


The telephone industry is now larger than 
its peak of ‘29. TELEPHONE ENGINEER 
carried more paid advertising in ‘39 than 
any of its thirty years of business. 

Our representative can explain many 
more reasons why TELEPHONE ENGINEER 
is the dominant magazine of the telephone 
industry. 

Telephone Engineer, 7720 Sheridan Rd., Chicago 
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“BLACK DIAMOND 





NEW YORK—Whitehal! Bidg. 
CHICAGO—Manhattan Bidg. 


For more than 50 years the lead- 

















ing journal of the coal industry 








FORTUNE!!!! 


Sometimes fortunes are made over night, but the 
best ones and those that last longest are made 
the hard way in a good sound business. You can 
make good profits selling to the milk processing 

and distributing indus- 


. try. Ask us for the real 

l an low down on this field. 

Monthly 327 So. LaSalle Street 
CHICAGO, ILL. 








CONFUCIUS SAY: 


He who tells sales story in Wood Products shall 
be much pleased with jingle of cash register. 


Trends 









A review of conditions within industries which influence industria! 
marketing procedure, written by editors of business papers 





Modernization Trend 

For Eating Places 

@ ANY WAY you look at it the 
restaurant industry should continue to 
be an active market for all manufac- 
turers serving it. Census statistics 
have proven that the restaurant field 
has been one of the most responsive 
retail industries to any general business 
rise. During the last eight months 
restaurant volume in the United States 
has shown a steady increase. A survey 
of sales trends conducted by the Na- 
tional Restaurant 
its members, who are typical of better 
class restaurants throughout the coun- 
try, shows that there has been an in- 


Association among 


crease in sales volume for the last eight 
consecutive months over the previous 
year, 1938. 


The annual convention of the Na- 
tional Restaurant Association held in 
October, is probably the best barom- 
eter of conditions among the better 
element in this industry and last year’s 
attendance set an all-time high; over 
12,000 restaurateurs were in attend- 
This convention has the reputa- 
tion of enjoying unusual buying activ- 


ance. 


ity among the delegates every year and 
last year a new record was likewise 
established for orders placed at the ex- 
hibits and for the large number of 
sales prospects reported by all exhibi- 
tors. 

In addition to the anticipated busi- 


ness improvement, another factor 
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which should help the restaurant busi- 
ness is the obvious increase in travel by 
United States who 
would ordinarily be going abroad. 
The need for restaurant moderniza- 


tourists in the 


tion will continue to keep pace with 
the ever-growing competition for pat- 
ronage, and the opportunity for bigger 
profit will continue to make restaura- 
teurs conscious of the necessity of 
adopting modern equipment which 
contributes to efficiency in production 
and service.—C. A. Patterson, Pub- 
lisher, The American Restaurant. 


Outlook for 
Utilities in 1940 


@ IN 1940, private and municipal 
electric light and power companies in 
the United States plan to 
$605,000,000 on new 
This is 


budget since 1930 and is forty-one per 


spend 
construction. 
the largest electric utility 


cent more than in 1939. 

Of this total, $246,100,000 has 
been allocated for new 
plants, both steam and hydro. Some 
$231,300,000 of the generating allo- 
cation is for steam generating plants; 
this is 128 per cent more than was 
spent for this purpose in 1939, and, 
with the exception of 1924, the largest 
planned steam generating expenditures 
in electric utility history. 

The planned expenditures for trans 
mission facilities show the next great 
est percentage increase 1939, 
totaling $67,500,000, an increase ot 
nearly forty-eight per cent over the 
previous year. This condition was to 
be expected, of course, since transmis 
sion is so closely related to generating 
plant. 

The utility budget allocation for dis 


generating 


over 


tribution facilities is second in amount 
only to planned steam generation ¢x- 
penditures, amounting to $220,500,000 
—largest since 1930 and about five pe 


cent over 1939. For new substation 


the electric utilities plan to spenc 
$39,300,000, or about twenty-four p: 
cent more than in 1939. 

These figures apply only to the elec 
tric light and power industry and & 
not include federal undertakings.—» 
B. WituiaMs, Editor, Electrical Wor! 

















[CONTINUED FROM Pace 19] 


Catalog Writing 


trate with a picture?”” Those who pre- 
pare silent slide film presentations are 
faced with the same problem. Their 
necessarily fast-moving, terse, graphic 
style is equally effective in a catalog. 

Slide film presentation requires that 
only one picture be presented at a time 
and that each be used to illustrate only 
one main idea. This unity avoids con- 
fusion and adds emphasis, whether in 
slide film or printed literature. In the 
latter, the greatest effect is obtained 
when an entire page or spread is de- 
voted to each idea. Or, if that is im- 
possible, when each separate idea is 
relegated to a definite space sub-divi- 
sion and unmistakably connected with 
“One idea per page” 
serves to associate text and pictures, 
prevents the type of distraction suf- 
fered by the audience of a three-ring 
circus, and presents the material in the 


related text. 


desired order, step by step, as the 
reader turns the leaves. 

The thought is presented more 
clearly when the gist of the central 
idea is spotlighted in one or two sim- 
ple headlines, instead of being confused 
with a profusion of blaring headlines, 
footlines and punch lines. The same 
goes for the related typographical or 
art treatment—too much in big type, 
borders, rules, circles, colors and 
backgrounds — distracts rather than 
strengthens. In other words, keep the 
reader’s eye on the significant features, 
not on decoration. If there is only 
one idea to a page, and if those ideas 
ire well illustrated, then 


4. A Child Can Understand It. 
[he liberal use of comparison, con- 
trast and example is another aid to 
clarification and consequent emphasis. 
Everything is relative. Pictures con- 
trasting “Before and After,” “Right 
ind Wrong,” “Good and Bad,” “Small 
ind Large,” ““New and Old,” etc. 

Many necessarily technical catalogs 
ire unnecessarily perplexing because 
the writer has not followed that old 
precept of exposition, “Proceed from 
the abstract to the specific, from the 
general to the detailed.” 

Still another cause of confusion is 
lack of organization. The making of 
in advance outline is as helpful to a 
catalog as to a story, speech or article. 
lt gives the reader’s mind a map to 
tollow. Logical organization involves 
ppropriate grouping of ideas, and re- 
juires that common thoughts be used 


to tie varied ideas into related units. 
In other words, the pages should be 
organized like a classified telephone 
directory, not mixed up like the front 
page of a newspaper. Furthermore, the 
sub-division should be one of effect, 
not of product. For instance, the 
springs of an automobile might be 
tempered for easy riding and plated 
for corrosion resistance; the former 
would belong under the heading of 
“comfort” and the latter under the 
the totally different heading of 
durability.” 

In straining for dramatic effect, 
much of the modern advertising jar- 
gon distracts instead of impresses, In- 
stead of developing an orderly presen- 
tation which gains momentum as it 
proceeds, the offending text merely 
gives forth a series of haphazard, con- 
flicting jolts. Writing of ordinary 
things in bated breath is a symptom of 
that fault. It sacrifices clarity for sup- 
posed effect. It is common among the 
less skillful imitators of the Time and 
Tide school of abbreviated journalism. 

No, sir, I am not arguing for dull- 
ness; quite the contrary. The fifth step 
of our formula calls for 
5. Action and Thrills. For action, 
show the product in use; and for 
thrills, tell what it means to the user. 
Write not of what the product is, but 
of what it does; not of what it means 
to the seller, but what it means 
to the buyer; of the little things that 
become big when seen from the close 
range of personal interest. Or, more 
precisely, show how the product de- 
sign determines its performance. Dis- 
close the former only a reason for the 
latter. The catalog writer who thus 
confines his thrills modestly to the 
product and its use, automatically se- 
cures adequate dramatization, free 
from the artificiality of over-emphasis. 
Now, one last warning 
6. Don’t You Believe It. Don’t you 
believe that the reader is going to be- 
The story book style of 
catalog writing is no excuse for fiction. 
In this world of increasing advertis- 
ing, high pressure selling, ballyhoo and 
propaganda, Mr. Man is becoming in- 
creasingly wary. “Reason why” copy 
is becoming increasingly necessary; 
proof is essential for all but the self- 
evident, and even the truth is doubted. 

This may be obvious, but it is worth 
emphasizing in the face of the popular 
advertising belief that all people are 
temperamental, sentimental morons, 
motivated by feeling rather than rea- 
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No matter who signs the ma- 
terial or equipment orders — 


for bridges or tunnels 
dams or power plants 
highways or railways 
water supply systems 
or sewerage treatment 


or any other kind of civil en- 
gineering construction, the 
civil engineer tells those buy- 
ers what to buy. 


Tell him about your products, 
in the pages of his publication. 
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Clippings in 
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BACON’S 


for editorial and adver- 
tising material. 


CLIPPING BUREAU 
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WRITTEN FOR YOU 


INDUSTRIAL MARKETING is 
the only publication devot- 
ed exclusively to the mer- 
chandising problems of 
manutacturers of industrial 
equipment, 


machinery, ma- 


terials and supplies. It 


discusses all phases of in- 
dustrial distribution, sales 
promotion and advertising, 
with emphasis on both cor- 
ect principles and suc- 


cessful practice. It is the 


national forum for the ex- 
change of ideas among sales, 
advertising and _ research 
executives in the industrial 


field. 


Send $2.00 for a year’s sub- 
scription—I3 big issues of 


practical, useful material. 


INDUSTRIAL MARKETING 


100 EAST OHIO STREET - CHICAGO 








son. Neither can be 


influences the other, and vice versa. 


Every claim needs proof. If the proof 
does not exist 
tests, 
testimonial taking may have to pre- 
cede advertisement writing. In fact, 
the catalog should marshal all such 
evidence to support the salesmen. 
Hitler has said that any hoax will 
be believed if sufficiently preposterous; 
the patent medicine peddlers proved 
him to be correct. But, those of us 
who have modest truths to tell must 
face a doubting world of apathetic 
skeptics whose doubt increases in pro- 
portion to our degree of noticeable 
exaggeration. Our audience is as hard 


as the World War com- 


American darkies whom the 


to convince 
pany otf 
finest insurance salesmen exhorted in 
vain endeavor to sell government in- 
surance. Finally another darkie said, 
“You’all doan use the power of per- 
suasion, let me show you.” Whereupon 


he said, “Listen, you sodjers. Dere’s 


goin to be two kinds of sodjers in the 
eyes of Uncle Sam—them what he’s 
insurance on when they is 


killin. 


which of the two do you suppose 


gotta pay 
killed and them what is free 
Now, 
he’s gonna put up front to stop the 
bullets?” The darkies signed up, to a 
man. 

The formula is now complete: 

1. Lift the cover. 

2. Flip the pages. 

3. Look at the pictures. 

4. A child can understand it. 

§. Action and thrills. 

6. Don’t you believe it. 
The catalog following that formulae 
has a good chance of being read, un 


der stood ind heede d. 


Wolff, Forster Trade Jobs 


W. A. Wolff, adve maneier dae 

) Western Electric Company and 

1 Re Products, Inc., a sul 
7 . ted intormatiK 
amass inies. He is s1 
eeded H. W. Forster, informati 











SAVE MONEY with 


Thousands of business organizations ar 
saving money by using the Vari-Typer . 
the composing Type Writer with change- 
able faces and spaces. This office machine 
reduces composition and printing costs for 
forms, bulletins, booklets, catalegs, folders, 
ete. Investigate the savings possible in your 


business. 











WRITE TODAY for new 
demonstration portfolio 
“How You Can Save Money 
With VWARI-TYPER” . . . with 
actual samples of work pro- 


duced. 


RALPH C. COXHEAD CORPORATION 


Manufacturers of Vari-Typer 


333 Sixth Ave. 


New York, N. Y. 











ignored. One 


in inescapable form, 
field investigations and reliable 
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Industrial 
expositions 


Feb. 19. National Schocl Supplies & 
Equipment Association, Palmer House, 
Chicago. 307 Shop Section, Palmer 
House, Chicago. 

Feb. 19-22. National Paper Trade Asso 
ciation of the U. S., New York, 220 
E. 42nd St., New York 

Mar. 26-29. Tenth Annual Packaging Ex- 
position and Conference, Hotel Astor, 








New York. American Management 
Association 

April 21-25. American Water Works 
Association, Phillips Hotel, Hotel 
President, Hotel Meuhlebach, Kansas 
City, Mo., 22 E. 40th St., New York 


Apr. 29-May 3. Seventeenth Annual C 
Convention and Exposition, Music Hall, 
Cincinnati. Munsey Bldg., Washington 
mm € 

May 1-3. Petroleum Industry Electrical 
Association, Baker Hotel, Dallas, Texas 
Box 2412, Houston, Texas. 

May 4-10. American Foundrymen’s Assi 
ciation, International Amphitheatre 
Chicago 222 W. Adams St., Chicago 

May 18-25. International Petr 
position, Tulsa, Okla 

June 18-20. American Pulp and Pape: 
Mill Superintendents Association, Neth- 
erland Plaza Hotel, Cincinnati. 54 N 
Main St., Miamisburg, Ohio. 

Oct. 8-12. Southern Power and Engineer 
ing Show, Armory Auditorium, Char 

e, N.C. P.O. Box 1225, Charlotts 


eum Ex 


Conover-Mast Makes 
Several Changes 


A. M ong Jr., formerly New Er 
land manager, Mill © Factory, has be 
appointed | business manager of Purchasi 
and Richard C. Grove has been made 
vertising representative ol the Clevela: 


Central District. Mr. Grove 
with the Gardner Display Company, Pitt 
burgh, and prior to that with McGraw 
Hill Publishing Company, Inx 

Henry E. Gaillard, formerly with M 
Supplies, has been appointed managet 
the Cleveland Central District of Mil 
Factory, and Lloyd Willoughby has be: 


Was tormer! 


ippol ted Western manager with he i 
quarters at Chicago 

C. Frank Jobson, formerly Easte1 
sales representative, has been made b 
ness manager of Liquor St & Dispe 


Kimberly-Clark Appoints 

Lord & Thomas will take over the « 
plete advertising account of Kimber 
ur Corporation, Neenah, Wis., 
mencing May 1. The 
1as for many years handled the advert 
ing of Kimsul, industrial and builc ii ng 
sulating material and Kimpak, pac ki 


material. W. H. Howell is account ¢ 


Heckman with Republic Steel 


Henry T. Shick Heckman has be: 
placed in charge of the production depart 
ment of the advertising division of Repu 
lic Steel Corporation, Cle veland M 
Heckman is from Chagrin Falls, Ohi 
f Lehigh Universit 


and is a graduate 

















' , ' Do 
Electrical West has produced a unique The 1940 edition of Pit and ner 
be promotion piece including a seed ota Red Handbook and Directory has been pub’ 
j es ones wood tree and a length of string to be lished, listing approximately 6,500 plants 


laid out in a circle to demonstrate the and 15,000 individuals engaged in the 


giant size of a full grown Redwood, production of sand, gravel, crushed or 
S S a and asserts that “as unique a_ product cement. lime and other nonmetallic 
in u is ing of the West as the giant Redwood is minerals 


Electrical West 





e Roads and Streets, a Gillette publica 
In 1939 The I A published 3,957 tion, held a series of radio broadcasts dut 
n 3‘ he tron Age puDlishe oP 





. ‘ a) 
| lust P ¢ nas a nounced the pages of idvertising a greater volume than Ing the Road Show . a Rone Raa 
cameiin. a etal a . ard lite ek hes we a d . he sianal Feb. 2, designed to arouse public interest 
nation edit rial advisory boar carried by any other industrial or nationa in the diversion of gasoline tax funds 
mposed of national recognized pore publication, the publisher states from road construction and maintenance 
ties in the power, maintenance, and gen : : 
eral industrial fields, including power and : a to other purposes e 
steam generation, mechanical power trans I eee & Core HNCere GF SNceeY . : 1e nthly maga 
nission, instruments and controle. business ful packaging experience arranged to The first issue of a eon ee “A pat 
ad economics. Diced ennines. aks pane shed light on every phase of packaging zine, Today's Business, datec re ruary, 
—ae “4 ‘ design, Modern Packaging has published digests the cream of business news from 
ee. get estan ig PE. TERRIA | “100 Packagine Case Histories” consist the country’s leading trade, financial and 
“eer : © - d engineering re search, and ing of 224 pages hassinoss magazines. 
cu Su eee 
The first 1 eeting of the board is to be _ 


held in Philadelphia following the annual 
ecting ot the An erican Society of Me 
hanical Ex: gineers, where de finite plans 
g on the 


















W1li Dé ( mpiete Gg IOr cCarryin 


The publisher of Modern Hospital has 
I ed tor publication a comprehen- 


sive reference book and purchasing guide 


tor surgeons and administrators of hos 
pitals, sanatoriums and clinics in the Latin 
Americar intries. The book is to be 
know! s El Lib Del Hospital (The 
Book of the Hospital), and its editorial 
sectiol I] ver lanning, building, 
oping and operating hospitals, thus 
ng 1 Droad Dase of intormation 





never betore made available in Spanish 
Supplementing the technical and _ scien 
til ed the € Ww ll be an ex 
ustive directory of surgical, medical and 
( spital equipment and supply items with 
names of American manufacturers pre 
ured to export the products 
e 





Building Supply News has issued its 


ua Catalog ind Directory number 
lng a ompiete reference section of 

u building materials, witl 
nety-two pages of manufacturer brand 
mes, with complete where-to-buy in 
It also contains fourteen pages 
estimating methods, and thirty pages 
I] ndexed quantity tables on all 
ndard building materials Tables on 
ng and profits are also included. as 


page section of F.H.A 





< € MN agency com 
iddition t 1 two per cent 

apply on all business 

gencies subject to a new rate 

1 g g I ett ior new advertisers 
at date. Establishment of the agency 
irding to the publisher. is 

recognition of the service being per 


med to the advertisers in the publica 
adout seventy-hve per cent of the 
ness now being placed by agencies 





Simonson, for many years asso 
1 wit MacRae’s Blue Book and 
e recently with New Equipment Digest 
rking on the production of an an 
Plant-Production Directory. A fea 
t the directory will be the restriction 
classifications to include only those 
essary to cover each subject, avoiding 
licate and “application” headings, 
is expected to result in a book with 


than ten per cent of classifications 
P 
ully 4 nsidered necessary 
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INDEX TO ADVERTISERS 


AMERICAN ARTISAN .....ss06: 47-48-49 
AMERICAN MACHINIST ......-.<: 40-41 
AMERICAN TRADE Press CLIPpiIn« 
ee it oe ielake nee 66 
ARCHITECTURAL RECORD ........--; 53 
Be ee ee COR. 6 o's veh eee cea 65 
AssOCIATED Bustness Papers, INc.. 54-55 
AUTOMOTIVE INDUSTRIES .......... Ss 
Bacon's CLIPPING BUREAU......... 70 
Cgc wiscicteevanend On 
CHEMICAL @& METALLURGICAL EN 
 cccukicek vee cecaw aden 4-5 
Cavil. BROGIMRERING ..ccccccccccces 69 
CONSTRUCTION Metnuops... Third Cover 
CoxHEAD Corp., RALPH C. ........ 70 


ELECTRICAL CONTRACTING ........ 
ELECTRICAL WORLD ...cccccccccs 56-57 
ENGINEERING News-Recorp. Third Cover 
EXCAVATING ENGINEER .....-..cee-. 67 
Fritz PuBLICATIONS, INC.......... 62 
HEATING, PipING AND Air CONDITION 

ING eeeeeeeeeeeeeeeeeeeeses 47 48 49 
HOSPITAL MANAGEMENT .......<--; 61 
IMPORTERS GUIDE ag hw elndiew ae 
INDUSTRIAL AND ENGINEERING CHEM 

Me 4 eehenes yeebenesveceeseunee 
INDUSTRIAL EQUIPMENT NEWS...... l 
RRUDOISTOMAS, TOWER cc cccccessctces 64 
INGENIERIA INTERNACIONAL ........ 71 
KEENEY PUBLISHING COMPANY.. 47-48-49 


KIMBERLY-CLARK CORPORATION “ 
eeees Insert Betweer n 8 y 


ER 51 
ee ee ee 45 
MacRae’s Biue Boox............. 63 
MARINE ENGINEERING AND SHIPPIN( 
DEY bosbacenesetaneshecnaces 33 
McGraw-HiLt Pustisninec Co. (D1 
RECT Mait Division) ........... 66 
ee, ID cc ccuaeuseeadue 6 
MiL_k PLANT MONTHLY..........-. 68 
i 2. |, Back Cover 
MILL SUPPLIES ....... ..second Cover 
NATIONAL INDUSTRIAL ADVERTISERS 
CE, i a ck Sh ae aaee 9 
NATIONAL PROVISIONER .........-. 39 
Pe a Se cunt hebbcckanends 64 
PE, cca caeeeas adlbamtahnes oe 43 
Power PLANT ENGINEERING........ 2 
Powers Roap AND Street CATALOG 12 
Propuct ENGINEERING ............ 59 
PRI ctiva co. conus se eews . 58 
ROADS AMD STRERTSs «cc ccecccceces 12 
OTEE! TTTTTTTITTT TT TTT TT 44 
SWEETS CATALOG SERVICE........ 10-11 
TELEPHONE ENGINEER ........+..-; 68 
Weick, ArtHurR C., CoMPANY..... 60 
Woop Propucts yaaa a weiels dia 68 
10D- WORKING MACHINERY ....... 62 


72 





Index 


without cost through 








to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
"Industrial Marketing” 


or direct from the publishers 





381. “And Promote Buying, Too!” 
Discussing industrial marketing 
from a new viewpoint, this eight-page 
booklet sets forth the need for back- 
ing up sales-promotion with buying 
promotion, and basic re- 
quirements for effective buying-pro- 
It is issued by Sweet’s Cata- 


discusses 


motion. 
log Service. 


382. More Business Through House 
Organs 

This is a revised edition of the War- 
ren book on house organs containing 
reproductions of 318 house organ pages 
presenting subjects on: What a house 
organ can do; employe house organs; 
sales house organs ; customer house or- 
gans; a plan for a house organ; edito- 
rial preparation; a format for the house 
organ; covers for house organs; sty- 
ling the house organ; distributing the 
eo organ; the size of the wid or- 
gan; selecting paper; mailing privileges 
and requirements; and better pictures 
in the house organs. Published by 
S. D. Warren Company. 

383. The Annual Report 

The marketing research division of 
The Mead Corporation has compiled 
an intensive study on the annual re- 
ports of 241 representative firms for 
1937 and 122 leading firms for 1938 
in an effort to determine the trend to- 
ward more information for stockhold- 
ers and wider distribution to employes 
and customers. 

It includes the planning of a typi- 
cal annual report, with suggestions on 
such items as the cover, title page, 
officers and directors, president’s mes- 
sage to stockholders, financial state- 
ments, statistical data and charts, il- 
lustration, printing and mailing, distri- 
bution of report, and general appear- 
ance of reports. 

384. Likely 
1940 

An up-to-date analysis of the power 
field containing discussions on the ef- 
fect of war on power buying; notable 
technical advances of 1939; steam- 
pressure trends, utilities, industrials; 
what’s coming in _ instrumentation; 
Diesel and gas-engine developments; 
the recognition of combustion-gas tur- 
bines; and water conditioning. 


Power Trends Through 


385. Shipping Box Check Chart 


A check chart for evaluating 


effec- 





tiveness of corrugated shipping boxes. 
Published by The Hinde & Dauch 
Paper Company. 


353. A Survey of Today's Industrial 
Buying. 

Here is an up-to-date study to learn 
where the industrial distributor stands 
in his competitive battle with the di- 
rect seller. It lists reasons given by 
both large and small companies for 
buying direct. Presented in graphical 
form, the survey enables the distrib- 
utor to note his progress and to de- 
termine the points on which he can 
improve his service. Issued by Mill 


Sup plies. 


335. Export Sales Quota Chart. 
This quota chart is designed by 
Business Publishers International Cor- 
poration to be used as a daily work- 
sheet by export executives in planning 
quotas, charting sales, listing pertinent 
facts about distributors, etc. For ref 
erence, the latest figures on world 
automobile registration are listed on 
the form, as well as air mail rates to 
foreign countries and the comparative 
time in the leading cities of the world 


304. How 103 Plants Buy Engineer- 
ing Equipment. 

This survey, issued by Power Plant 
Engineering, covering a cross-section 
of subscriber plants, provides detailed 
information on sizes of installed equip- 
ment, personnel structure of the en- 
gineering department, and titles of in- 
dividuals who recommend purchases, 
specify kind and place orders. 


334. Industry’s Biggest Buyers Are 
Shopping Now—Will They Buy 
Your Product? 

A thirty-two page illustrated book- 
let prepared and published by Chem- 
ical & Metallurgical Engineering lists 
the products of the chemical process 
industries, shows what kind of equip- 
ment, material and supplies are pur- 
chased, and highlights the plants doing 
the most business. 


364. Nation-wide Survey of Water 
Supply. 

An inventory of the nation’s wa 
supply facilities by states, tabulated 
by population, ownership, source of 
water, and treatment facilities. Cor 


piled by Engineering News-Record 


INDUSTRIAL MARKETING, February, !940 



















































